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Rough Proofs 


“Back in ’29,” reminisces Eric 
Howlett, “Buick didn’t drag a 
baby into their art or copy. They 
just presented the bulge and left 
the rest to our fertile imagina- 
tions.” 

But that has absolutely nothing 
to do with the birth of the Crosley. 


~~ = = 
“Retailers warn of court action 
vs. book clubs,” reports’ the 


world’s greatest advertising jour- 
nal. 

They aren’t afraid of the high 
cost of reading. 

= ae. 

Robert S. Wilson thinks colleges 
ought to give degrees for courses 
in salesmanship. It should be re- 
membered, however, that no 
writer ever won a Pulitzer prize 
by displaying his Phi Beta Kappa 
key. 

¥ 7 F 

A doctor of salesmanship would 
probably turn out to be a fellow 
who persuaded people to buy 
something they couldn’t afford, 
and then showed them how to 
make the money to pay for it. 

vgv¥peéeéeeg?y 

“Joe Haynes, whom the White 
Sox manager believed would be 
effective against the Tigers .. .” 
tarts the story on the sports page. 

Not only wrong grammar, but 
poor prognostication. 

v vy 

Dr. F. J. Cullen says the Pro- 
prietary Association is “very much 
in the dark” as to what the Fed- 
eral Trade Commission’s policy 
kbout advertising is. And some- 
imes it looks as if the FTC is in 
the dark, too. 

. Oe 

Duff’s Gingerbread Mix is put- 
ting a prize contest back of its 
romotion in California, and so a 
ot of Coast housewives are about 
0 strike it rich. 

+, Ff F 

“Radio licenses would be denied 
0 all Congressmen,” says the 
leadline. The bill containing this 

rovision will undoubtedly be 

hallenged as an invasion of the 

Nalienable right of Congressmen 

unlimited free speech. 


Unanswerable questions depart- 
ment: If it’s news when a radio 
kivertiser switches networks, why 
in’t it mews when he changes his 
ist of magazines and newspapers? 


a i : 
All-State Insurance Company is 


utting out its policies printed in | 
Wo colors, with pictures, so you | 


4n understand them. What pub- 

¢ benefactor will make a similar 

‘Nntribution with transportation 
» tables? 


v v v 
An advertising director is a man 


hires an advertising manager | 
. . | 
supervises a sales promotion 


Private Lives 


iger to do the work the ad- 
Sing director doesn’t have 
to direct. 


a | 


evalier’s song, “I’m a Bum,” on 
cent program to Bob Hope, 
‘ now that he’s a Pirate, why | 


Brooklyn? 


is now with Lions’ Magazine, 
h is a good start in the direc- 


on a an advertising menagerie. | 


Copy Cus. 


| 
| 
} 
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‘t the pitch in the direction | Advertising Market Place 


\ bright correspondent calls at- | Editorials 
on to the fact that Mr. Bar- | Feature Page .. 


Only 3 Agencies 
Decide to Bid 


for Army Account 


Ayer, BBDO, JWT 
Pitch; Gov't Red 


Tape Is Barrier 


NEw YorkK — Only three agen- 
cies, J. Walter Thompson Com- 
pany, N. W. Ayer & Son (which 
now has the account) and Batten, 
Barton, Durstine & Osborn will 
make serious presentations to the 
Army in Washington June 2 for 
its recruiting account. 

Of the 13 agencies originally in- 
vited, eight went to a briefing 
session May 15 where the diffi- 
culties surrounding the account 
were explained. 

Of the eight agencies 
Ayer, 
Grant Advertising, Compton, 
Ruthrauff & Ryan and Biow) only 


(JWT, 


three decided to make presenta-. 


tions, although Biow and Comp- 
ton said officially that “it was still 
under consideration.” R&R, Grant 
and McCann-Erickson said flatly 
that they would not bid. 

Behind this reluctance to com- 
pete for—Congress willing—a $4,- 
500,000 account lay considerable 
amazement at the terms under 
which an agency would be re- 
quired to work. The fiscal terms 
of the account, plus its require- 
ments in manpower, virtually 
guaranteed that only a titan of the 
agency business could afford to 
think of handling it. 


All 3 Had Military Accounts 


JWT is the largest agency in the | 


country in billings ($82,000,000), 
and has recently been handling a 
public relations campaign for the 
Naval Reserve. BBDO ($51,000,- 
000) handled the Navy’s advertis- 
ing campaign during the war, and 
Ayer ($53,000,000) had the Army | 
during the war and since. 

Moreover, though the War De- 
partment hopes to rush a decision 
within a few days of the formal 
presentations, only a sizable “go- 
ing concern” could take over the 
tremendous War Department ad- 
vertising assignment and be ready 
to service it as of July 1. 

Fiscal officers explained that the 
government’s auditing methods, 
established by a law dating back 
|to 1878, require documentation 
which may involve special billings 
practices, and the probability of 
a continuous backlog of unsettled 


(Continued on Page 26) 


BBDO, McCann - Erickson, | 


exposed in ‘Getting 
Personal,’ Page 40. 
Other features: 


Ad-libbing 


oming Conventions 
| Department Store Sales 


| Information for Advertisers 
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Mntgemesy Uber 


RETAN STORE ® 019 W. Chitege ave. 


RIVERSIDE 


FIRST QUALITY! 


$150 & WEEK BUYS 
FOUR 6.00-16 TIRES! 


Se ee 


M.O. PRICE CUT—Montgomery Ward 

& Co. ran this ad in the Chicago Trib- 

une May 25 announcing a price cut 

for its Riverside auto tires. Sears’ and 

Spiegel's prices also were cut. (Story 
on Page 28.) 


Farm Bloc Fights 
Parcel Post Boost 
in New Rate Bill 


WASHINGTON —A farm bloc 
| against the $110,000,000 postal rate 
bill currently before the House 
was signaled last week by a Na- 
tional Grange letter protesting | 


The grange argued that parcel 
post is expected to provide 39.2% 


(Continued on Page 71) 


| 


|“burdensome increases” on mail | 
| services of special interest to | 
farmers. 


Broadcasters Find 
White Bill Short 


of ‘Emancipation’ 


Retains FCC Powers 
of ‘Public Interest’: 
Chairman's Role Less 


WASHINGTON—Broadcasters are 
finding that the proposed FCC re- 
vision introduced in Congress a 
week ago by Sen. Wallace White 
(R., Me.) is far short of the 
“emancipation proclamation” ad- 
vocated these past months by the 
National Association of Broad- 
| casters. 
| While the bill places important 
| limits on FCC’s jurisdiction, it 
cuts sharply into radio’s highly 
prized areas of “self-discipline” 
by writing major programming 
“musts” into law. 

The bill specifically leaves 
broadcasters free to decide what 
goes on the air. On the other 
hand, FCC retains its right, in 
renewing licenses, to consider 
whether the station is operated in 
the public interest. 

Possibly the most appealing 
aspects of the legislation can be 
found in painstaking effort to 
spell out administrative processes 
| to assure each applicant for a 
| license, renewal or transfer a fair, 
_ hearing. 


Would Prohibit Discrimination 
Many of the existing adminis- | 
| trative procedures which have en- 
abled the commission to hold up 
individual application or classes 
(Continued on Page 49) 
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NEw YorK—Eastern Air Lines 


Weir, Inc., 
mary promotion 


Last Minute News Flashes 


Eastern Air Lines Features Constellations 


will spend $500,000 in radio and 


newspaper advertising to announce the addition of Constellations to | 
its fleet. Full-page advertisements, scheduled for papers throughout 
the nation, are appearing in New York, Washington, Miami and New- | 
ark. Newspaper promotion will run in papers of other on-line cities | 
soon. Correlated with the newspaper campaign, radio spot announce- 
ments in 25 cities, where the new Constellations already are in opera- 
tion, will be used. Campbell-Ewald Company is the agency. 


Weir Gets Haller Corp. Account 


PHILADELPHIA—W. A. Haller Corporation 


has appointed Walter 


New York, to handle its account. Products to receive pri- 
will be Haller’s 89, a 
Reserve and Special Reserve Stock, and the company’s gin 


Haller’s 
. The cam- 


straight bourbon, 


paign will begin in newspapers, spread to magazines, business papers, 


car cards and outdoor. 


Cuicaco—Armour & Co., which 


| Armour Uses Full-Page Ads in 92 Newspapers 
} 


ran full-page ads in 92 newspapers 


throughout the U. S. Tuesday promoting its cold cuts and frankfurters, 


plans to repeat the promotion if 


results are satisfactory. The ads, 


| captioned “The first pick for the first picnic of the year,” featured a 


. 12| new free four-color recipe book titled “Armour’s Star Hot and Cold 
: 50 | Cuts.” Foote, Cone & Belding is the agency. 


53 | ° ‘ ° 

4s; [wo Midwest Railroads Merge; Place First Copy 
Cuicaco—Consolidation of the Gulf Mobile & Ohio Railroad and 
. 57| the Alton Railroad, effective midnight, May 


31, is being announced 


. 12) with 925-line ads in 172 newspapers in on-line cities on America’s 
- Washington . 24| newest railroad, Gulf Mobile & Ohio—The Alton Route. Reincke, 
Pee pers Review 7 Meyer & Finn is the agency. 
ou roofs ... ‘ 
Voice of the Advertiser 60 (Additional News Flashes on Page 71) 


Advertising's Job Ahead 
Outlined at AFA Parley 


Assume Leadership 
in ‘Selling’ U. S., 
Members Are Urged 


Other stories on the AFA con- 
vention appear on Pages 6, 9, 10, 
25, 27, 66, 69 and 70. 


Boston—Advertising’s place as 
a moral and social force and a 
bulwark of the free enterprise 
system, as well as an economic 
force, was spelled out here last 
week at the 43rd annual conven- 
tion of the Advertising Federation 
of America. 

Keynote of the meeting was 
“The right to advertise ... the 
key to free enterprise,’ and Rob- 
ert S. Peare, vice-president of 
General Electric Company and 
treasurer of the AFA, hit the key- 
note hard in a thoughtful address 
at the opening general session 
Monday. 

Every advertising club should 
constitute itself a “cell” in its 
own community 
“to light and 
lead the way in 
selling America 
and its bulwark, 
American  busi- 
ness, back to the 
people,” Mr. 
Peare said. “You 
are the men and 
women who not 
only see what 
needs to be done 
but you know 
how to do it—it is an obligation 
for you to assume leadership.” 

Declaring that it has never be- 
| fore been so important for people, 
within and without this country, 
| to really understand each other, 
Mr. Peare said: 
| “The world seems to be in quite 
1a mess. It is looking to the United 
States for leadership, and we can’t 
|set a very helpful example until 
we find a way of understanding 
each other here at home. And I 
believe that advertising and ad- 
| vertising people can play a lead- 
ing role in this job, deserve to be 
trusted with such a role, and 
| have the right as well as the obli- 
| gation to follow through.” 

‘Founded in Law’ 

Mr. Peare went back to the 14th 
amendment to the Constitution to 
prove that the right to advertise 
is: more than a pleasant expres- 
sion, and is actually founded in 


Robert Peare 


law, and went on tosay that while 
advertising is most commonly used 
in a workaday manner—that is, 
to sell goods—admen are “by no 
means precluded from using it to 
sell ideas of a somewhat higher 
order, such as to correct economic 
misinformation, to provoke a feel- 
ing of national unity, to arouse in 
every man the sense of private 


obligation to do som 
public good. 

“The chief difficulty 
out these jobs for 
good is that the in 
to disappear in the grandeur of 
the design. It is hard for any na- 
tional association todo a job with- 
out taking on the neutral and mo- 
notonous coloration and conse- 
quent ineffectiveness of a national 


ething for the 


with laying 
the common 
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association .. . But if there is any 
national association that should be 
equipped to avoid the pitfalls of 
bigness and vacuity, it is this fed- 
eration. You are not a mass or 
an institution, but a collection of 
people. Your powers for good are 
localized, your field of operations 
is local. You have no need to lean 
on a big association, a big indus- 
try or even a big company, and 
to the extent that you do not you 
are a tower of strength to your 
profession and to your country at 
this time. 


Individual Spadework Needed 
“We don’t need any national 
campaign, in the usual sense, the 


24-sheet posters and full-page ad- 
vertising and network broadcasts, 


ITS GROWER-READERS 
PRODUCE: 


38°, nation’s apples 
90%, nation's winter pears 
37%, nation's cherries 
40%, nation's prunes 
98", nation's filberts 


: Write for full story 
1135 S. E, SALMON ST. * PORTLAND 14, OREGOW 


to tell the story of the United 
States and what has made it great. 
These things will help, and they 
will be done. But in the end, the 
only thing that will make the 
broadside efforts believable will 
be the spadework of the indi- 
vidual, in his home, his business, 
his nearby school, his community. 

“If a small merchant has the 
right to advertise, he has the 
right to advertise not only what 
he has for sale, but the system 
which makes it possible . . . The 
job is just as small as that, and 
just as big as this broad land. The 
advertising clubs of America are 
in the most strategically ideal 
position to strike a blow for their 
fellow citizens that they have ever 
been in. This is the public serv- 
ice for which they have been pre- 
paring themselves.” 

The same theme was given ad- 
ditional emphasis at the Monday 
night dinner by Maj. Benjamin H. 
Namm, chairman of Namms, Inc., 
Brooklyn, and chairman of the 
executive committee, National Re- 
tail Dry Goods Asscciation, and 


by Alfred Schindler, former 
Under Secretary of Commerce. 

Major Namm reiterated his re- 
cent assertions that advertising 
1as done a 
vlendid job of 
selling goods and 
services and a 
Xoor job of sell- 
ing the Ameri- 
zan system, and 
sroposed a four- 
Joint plan of 
action. 

“1. The Ameri- 
can business 
nan must mili- 
ently defend his 
right to function under a free 
economy or he must face the pros- 
pect of losing that right. 

“2. This defense must be simply 
stated and easy to understand. It 
must carry with it a live promise 
of better things to come. 

“3. It is high time that we 
scrapped the time-worn phrase, 
‘private enterprise.’ This has be- 
come just another cliche. Further- 

(Continued on Page 68) 


Benjamin Namm 


FTC Completes 
lst Set of Trade 


Practice Rules 


WASHINGTON—The FTC Thurs- 
day put the finishing touches on 
the first set of trade practice rules 
for a consumer goods industry 
written under the program initi- 
ated by President Truman a year 
ago. 

The rules, originally for the 
“household dye industry,” were 
redesignated in their final form 
for the “household fabric dye in- 
dustry,” to eliminate confusion 
with the products of edible dye 
producers. 

Final rules generally follow the 
form of the commission proposals 
issued in January after a two- 
day meeting with leading mem- 
bers of the industry. 

One controversial rule, requir- 
ing full directions on the labels 
of all industry products, was 
modified to permit skeleton di- 
rections where no unusual proc- 


The Greatest Circulation ever 


in the overseas automotive trade 


Now you can reach a new, record-breaking number 


of importers, agents and other buyers in the over- 


these magazines. 


seas automotive trade through the companion 


magazines 


The American Automobile (Overseas 


Edition) and El Automovil Americano. 


Yes, effective immediately, the combined circula- 
tion of these publications is 27,000—the greatest 


circulation ever achieved in the overseas automo- 


tive trade. 


El Automovil Americano, circulated throughout 


Latin America in Spanish, now has 15,000 readers. 


The 


American 


Automobile (Overseas 


Edition) 


now has 12,000 readers. This is a 16 percent in- 


crease over the current circulation statements for 


In recent months, paid subscriptions to these pub- 


lications have been pouring in from motor traders, 


service station operators, importers, agents and 


the Western Hemisphere. 


bus and truck fleet operators in 101 countries and 


territories of Africa, Asia, Europe, Oceania and 


When you tell your Export Sales Story to the read- 


purchases made by others. 


ers of The American Automobile (Overseas Edi- 
tion) and El Automovil Americano, you tell it to 


people who buy your products and influence the 


(Formerly Business Publishers International Corporation) 
McGraw-Hill Building, 330 West 42nd Street, New York 18, N.Y- 
WORLD-WIDE HEADQUARTERS FOR INDUSTRIAL INFORMATION 


eal 


Advertising Age, June 2, 1947 
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ST. PAUL TEST—Pot Luck de-greaser, 

product of Tirvin, Inc., is being tested 

in St. Paul with this copy, radio and 

outdoor posters. National distribution 

is being planned. David, Inc., St. Paul, 
is the agency. 


esses or equipment are involved. 
Other changes simplify the form 
of “disclaimers” where an “all 
purpose” dye or tint will not effec- 
tively deal with special fabrics. 
A commission rule regulating 
the use of demonstrators, pre- 
sumably a precedent for dealing 
with identical conditions in the 
cosmetic industry, remained in- 
tact in the final version. Under 
the rule, manufacturers may pro- 
vide demonstrators if they are al- 
lotted in such a manner as not 
to bring about “a discrimination 
in price, services, facilities or 
other practices contrary to the 
Robinson-Patman Act.” 


Black Flag Runs Contest 


Boyle-Midway, New York, is 
using 750-line, twice-weekly ad- 
vertisements in 81 dailies to an- 
nounce an offer of $1,000 in cash 
prizes plus an extra $1,000 in cash 
to store managers for finishing the 
statement “I Use Black Flag In- 
sect Spray because .. .” in 50 ad-f 
ditional words or less. Entry— 
must be accompanied by a labelf 
The campaign began in May inf 
some markets, in June in others, 
and will extend through August. 
W. Earl Bothwell, Pittsburgh, 
handles the account. 


O’Connor Elected 


Walter G. O’Connor, national 
advertising manager of the Har- 
risburg Telegraph, has been 
elected president of the Grocery 
Manufacturers Representatives 
Association of Central Pennsy)- 
vania. Mr. O’Connor was vice- 
president of the association las! 
year. 


Appoints Penfield 

Add Penfield, formerly news, 
sports and special events director 
of Stations WRNY and WRNY- 
FM, Rochester, N. Y., has _ been 
appointed program director of the 
two stations. 


Paper is scarce and valuable 
... avoid hoarding and waste 
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Institutional field which is now 


"A re-survey of the 
being conducted has progressed sufficiently to provide 
a number of definite conclusions regarding the institu- 
tional market of today. 


"First, the huge backlog of new construction, remodel- 


| ling, repairing and extension of existing facilities of 


institutions throughout the country is continuing. 
Present plans for such improvements in a large number 
of instances are being increased over original plans of 
last year. The final figures undoubtedly will show a 
sustained demand for all types of products used in the 
institutional field. 


THESE ARE 


Snstitutions: 


om 


snc Se 


Hotels 


tions which make up the institutional field. 
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° ¢ Industrial Cafeterias 
© Restaurants © Schools 

© Hospitals © Colleges 

* Railroad Systems * YMCAs, YWCAs 

e Air Lines ° 


Government Agencies 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
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INSTITUTIONS MAGAZ 


“Our experience in servicing clients with products for 
the institutional field has demonstrated that here is a 
responsive market which must keep the well being and 
best interests of its guests, patrons and patients upper- 
most in mind at all times. As a result, its purchases 
and requirements constitute a continuing demand, huge 
in size and controlled by key purchasing and specifying 
individuals." 


The foregoing observations by Mr. Jay Lavenson of the 
Lavenson Bureau, prominent Philadelphia advertising 


agency, give a preview of some of the information now 


A ad ae 


Office Buildings 

Clubs 

Jobbers, Dealers 

Other Public and 
Private Institutions 


GENCY 


Production High—But | Buy Canned Vegetables Save Time & Work | Sure Safety on Freight 
Supplies Short : making 


Ber wary. Page 


STRIKE AT INSANITATION! 


16 Winners Get Individual Effort 8 | Pledged and Certitied for Sanitation ie 
Contest Awards a 


At Exposition 
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ME on» MSTTUTONS CATALOG 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


* 


being developed from a survey among over 50,000 hos- 
pitals, schools, hotels, colleges, restaurants and other 
types of institutions throughout the nation. 


INSTITUTIONS Magazine is the only publication which 
reaches all segments of the institutional field. It reaches 
and influences the key buying and specifying factors 
who constitute your mass housing and mass feeding 
market. 


For further information consult your advertising agency 
or write to INSTITUTIONS Magazine, 1900 Prairie Ave- 
nue, Chicago 16, Illinois. 
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Organizations Join 
In National Drive 
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Goodrich Ups Miller; 
Adds Farm Tires, Tubes 


complete new lines of farm serv- 
ice tires and tubes for each of the 
'four brands (Hood, Miller, Dia- 


Jay E. Miller, advertising and|mond and Brunswick) merchan- 
sales promotion manager of the|dised by the associated lines di- 
industrial products sales division | V1Sion. ; 
of the B. F. Goodrich Company | named manager of farm service 
since 1943, has been appointed ad-| tire and tube sales of the division. 


vertising and sales promotion 
manager of the associated tire and 


E. P. Weckesser has been 


accessory lines division of the | ‘Journal’ Elects Ottley 
John K. Ottley Jr., advertising 


company. 


The company has introduced 


TS 
ING _ FILLING-IN 


MIMEOGRAPHING 


2 


* 
: 
% 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Illinois 


director of the Atlanta Journal, 
has been elected to the board of 
directors of the Atlanta Journal 
Company. 


Finn Joins ‘Park East’ 


James C. Finn, recently released 


from the Army Air Corps, 


has 


joined the advertising staff of 


Park East, society news magazine 
of New York City. 


Government Units’ 
Press Agentry Hit 
by House Inquiry 


WASHINGTON — The Republican 
crusade against ‘government press 
agentry” was off to a dazzling 
start last week, with a_ special 
House expenditures subcommittee 
out to show how federal agencies 
“are squandering” $75,000,000 a 
year “in promotion, publicity and 
propaganda.” 


Meanwhile, the House appro- 


Office of Information and tried 
to convince Secretary of War 
Robert Patterson that the War 
Department should have “infor- 
mation” rather than “public re- 
lations” officers. 

The probe into government 
press agentry, headed by Rep. 
Forest A. Harness (R., Ind.), teed 
off with the U. S. Public Health 
Service, Social Security Board, 
Department of Agriculture and 
Office of Education, all accused 
of campaigning for socialized 
medicine. . 


Release Hits Propagandizing 


The committee’s two-page press 
release announcing its plans said 
that “preliminary inquiries” dis- 


priations committee cut heavily | close federal agencies spending 
into the Agriculture Department’s $75,000,000 a year “in public re- 
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What newspapers are 
carried home by these 
preferred customers? 


lions annually. 


Let’s go through 262 cars on 25 
typical evening commuter trains and 
observe the newspaper reading pref- 
erences of suburban New Yorkers 
whose family purchases run into bil- 


In the areas serviced by these trains 
—Westchester, Connecticut, Long 
Island and New Jersey—retail sales 
amounted to over four billion dollars 
in 1946. And,in NewYork City, billions 
more were spent for goods and services 
by these heavy-buying families. 

This is the report of a survey com- 
pleted in February, 1947. 


SUBURBAN AREA SERVED 
AND RAILROAD 


WESTCHESTER - CONN. 
New York Central 


LONG ISLAND 
Long Island. 


NEW JERSEY 
Central of N. J. 


Delaware, Leckewanne & Western 


Erie 


TOTAL. . 


. 1,717 
46.8% 


New York, New Heven & Hartford. 1,830 


4.6% 


. 1,042 
39.8% 


. 
50.2% 


647 
49.4% 


. $67 
53.7% 


. 6,786 
46.7% 


Summary of results 


READERS OF NEW YORK EVENING NEWSPAPERS 
World- 
THE SUN Telegram American 


1,274 
34.8% 


1,298 
33.1% 


881 
33.7% 


617 
32.1% 


Journal- 


602 
16.4% 


671 
171% 


$73 
21.9% 


313 
16.3% 


211 
16.1% 


138 
12.6% 


2,508 
17.2% 


Post Total 
74 3,667 
2.0% 100.0% 
126 3,925 
3.2% 100.0% 
119 2,615 
4.6% 100.0% 
27 1,920 
14% 100.0% 
33 1,310 
2.5% 100.0% - i kl 
oye C= > SUN 
0.9% 100.0% 
— NEW YORK 
389 14,531 
2.1% 100.9% Represented in Chicago, Detroit, San Francisco and Los Angeles by 


FOR FULL DETAILS write to The New York Sun, 
Room 309, 280 Broadway, New York 15, N.Y. 


Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 
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lations and propaganda activities.” 
“We are certain that a substan- 
tial proportion of this huge pub- 
licity fund goes into programs 
designed to influence legislation 
often to develop regional pres- 
sures against economy measures 
decreed by Congress,” the press 
release said. 

It said the committee expects 
to show that the accused agencies 
sponsor state and regional meet- 
ings agitating for the Wagner- 
Murray-Dingel bill for socialized 
medicine and compulsory health 
insurance. 

“The fact is that Congress never 
has authorized the expenditure of 
public funds for such activities,” 
it said. “Our preliminary investi- 
gations in the general accounting 
office indicate in many cases such 
propaganda activities are shielded 
or disguised in the auditing of 
vouchers by various subterfuges.”’ 


Must Cut Down ‘Man Years’ 


The appropriations committee 
ruled earlier that the Department 
of Agriculture must find a way 
of cutting down from 340 to 250 
“man years” of “public relations 
and publicity activities.” 

The committee said it will check 
back next year, to see whether the 
department has_ succeeded in 
trimming its public relations ac- 
tivities, in eliminating the “ques- 
tionable” material. 

Some of the most enlightening 
discussions appear in the .- testi- 
mony on the 1948 War Depart- 
ment budget, in which Rep. Errett 
P. Scrivner (R., Kan.) convinced 
the Secretary of War that it should 
be “the War Department infor- 
mation division” rather than “pub- 
lic relations division.” 


Budget Well Below ’46 


Lt. Gen. Lawton Collins, chief 
of public information, had to ex- 
plain why the War Department 
had 648 officers and 418 civilians 
engaged in various phases of pub- 
lic relations throughout the world. 

“This is the Army of a democ- 
racy” said Gen. Collins. The 
people have to be informed how 
their business in the Army is do- 
ing.” 

The $3,100,000 public relations 
budget for 1948 is $2,600,000 below 
1947, Gen. Collins reported, and 
$4,600,000 below 1946. Public re- 
lations personnel have been re- 
duced from 2,880 in 1946 to 1,066 
contemplated for 1948. 


Slotties to Continue 
in Toy Field 

Container Corporation of Amer- 
ica, Chicago, which has achieved 
an outstanding success with its 
paperboard toys, Slotties, intends 
to continue developing their use 
in the toy field as well as aim at 
the premium and container-use 
markets, according to Peter Sachs, 
who developed the new product. 

An earlier story on Page 29 o! 
this issue incorrectly reports that 
the company intends to concen- 
trate on the latter markets, rather 
than the toy field. ADVERTISING 
AcE regrets the inclusion of this 
in its report. 


Heads Reid Murdoch 


James R. Keenan, vice-pres'- 
dent and general manager, ha: 
been elected president of Reid 
Murdoch division of Consolidat« 
Grocers Corporation, Chicag», 
succeeding the late Horace Arm- 
strong. 
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Why are so many 


leaders clients of 


Dancer-Fitzgerald-Sample? 


The growth of this agency has come largely from the growth in sales - me 
and products of existing clients. Of the limited number of brands 
serviced by us, 11 are national leaders and one a sectional leader. 


THE MAIN REASON so many of these 
products are leaders is that they are 
the brands of some of the country’s 
soundest, most aggressive advertisers. 


It is no coincidence that Dancer- 


Fitzgerald-Sample is associated with 
them. 


This organization has brought and 
is bringing an advanced conception 
to advertising agency service. This 
conception is that in the highly com- 
petitive packaged goods field leader- 
ship calls for the origination and test- 
ing of new advertising and merchan- 


dising tools and techniques all the 
time. It calls for a constantly closer 
correlation, too, between advertising 
and merchandising. 


The result of this greater correla- 
tion is a greater return on the adver- 
tising dollar. The advertising and 
merchandising help each other to pay 
out better. A more efficient operation 
results. 


May we discuss your problem with 
you ... and show you how this new 
conception of advertising agency serv- 
ice may apply to it? 


Among the major contributions of this agency 
to modern advertising and merchandising are 
these which we pioneered or played a leading 
role in developing: 

Daytime radio (including the first women’s 
variety-service program) ... Juvenile radio 
and premium merchandising . . . Major syn- 
chronization of advertising with package 
and store “‘service’ and other promotional 


features . . . Advertising in comic sections 
... Prize contests .. . “Factory packs” or 
“over-the-qounter deals” . . . Application 
of 1¢ sale to nationally advertised products 
.. - Mammoth “mail-in offer’ promotions 
. . » Large-scale package promotions .. . 
“Pay-out” engineering of new product in- 
troductions . . . Current grocery stor 
movement reporting. 


DANCER-FITZGERALD-SAMPLE, Ine. 


Advertising 


CHICAGO NEW YORK 


HOLLY WOOD TORONTO 
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6 
Kold Krisp to Hovey 


Kold Krisp Apple Service, Inc., 
Van Nuys,’ Cal., has appointed 
Hovey Associates of Los Angcles 
to direct advertising and publicity 
for its “Fruit-O-Matic” vending 
machine, which vends four differ- 
ent types of fruit to the customer 
at a cost of from 1 to 10 cents. The 
machine will be leased, franchised 
or sold by Kold Krisp at 7855 
Sepulveda Blvd., Van Nuys. 


7 WILLIS SERVICES; 


@ has moved to new and more 
spacious quarters at 33 W. 
Hubbard St. New phones— 
SUPerior 1214, 

@ 5,000 sq. ft. devoted to qual- 
ity duplicating, reproduction 
and complete, efficient letter 
shop facilities. 

@ Ask about our inexpensive, 
fast DIRECT IMAGE method 
for forms, letters, mailing 
pieces. 

@ Our West Side office remains 
at 3939 W. Madison — Tele- 
phone KEDzie 0083. 


Bill Aumann — AI Shalit — 
Merwin “Gabby’’ Abrams 


Direct Mail Group 
Hears About Costs 
and Coordination 


Boston—‘If for no other rea- 
son, the cost factor alone demands 
effective media coordination,” 
Charles S. Konselman, advertising 
and public relations manager of 
A. & M. Karagheusian, Inc., New 
York, (Gulistan carpets) told a 
direct advertising conference at 
the Advertising Federation of 
America convention last week. 

He pointed out that a campaign 
in 1947 costs 40% more than one 
in the same media in 1941. Mr. 


|Konselman urged that agencies, 


printers, etc. be compensated ade- 
quately for their work on direct 
advertising. 

Coordination, he said, must be 


planned far ahead. He showed a_/| 
17-page typewritten outline of his | 
company’s fall campaign, covering | 
magazines, business papers, direct 
mail, displays, trade letters and 
dealer material. “We intend,” he 
added, “to work six months ahead 
to secure appropriations and to 
make them stick.” 


Aid to Salesmen 


E. Wright Thomson, vice- 
president of Dickie - Raymond, 
Inc., Boston, emphasized that “di- 
rect mail fits into the whole ad- 
vertising picture.” He cited espe- 
cially its work in increasing the 
productivity of salesmen—reduc- 


The “Good Old Days” are here again! 


Qece 


ing the cost of calls of one sales 
organization among his clients 
from $1.89 to 38 cents. 


Mailing list changes are getting | 
back to normal, said Robert Stone, | 


vice-president, National Research 
Bureau, Chicago. During the war 
he explained, from 40% to 60% of 
the success of a mailing was “due 
to the value of the mailing lists.” 


Yue + 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue published February 9, 1947 


Bunt Foods, Inc. 


Hunt for the best 


OPTIMISTIC—Hunt Foods, 


Los 


Inc., 
Angeles, flouts recession talk in this 
new food trade publication ad. The 
| account is handled by the Hollywood 
office of Young & Rubicam. 


This proportion is now being re- 
| duced, as people are settling down 
| again, to the prewar 20%. 

He emphasized personal and 
emotional appeal in effective mail- 
ings. V. D. Molitor, vice-presi- 
dent of Edward Stern & Co., 
| Philadelphia, discussed 
| tion Problems and Costs.” 
Edward N. Mayer Jr., 


| 
| 
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Heaton Bids Anew 
for Joint Bureau 
to Cover Agencies 


Los ANGELES—A suggestion that 
a joint media recognition bureau 
be established to serve this area 
was renewed by Maurice Heaton, 
vice-president in charge of the 
Los Angeles office of Williams, 
Lawrence & Cresmer, newspaper 
representative, at the sixth south- 
ern California regional convention 
of the Four A’s. 

Mr. Heaton told 150 delegates 
attending the May 22 meeting that 
southern California mewspapers 
might well join in support of a 
central bureau, with a secretary 
in charge, which would aid not 
only media but legitimate agencies 
in keeping up-to-date records on 
agency recognition. With a num- 


| ber of new agencies springing up 
| postwar, 


the question of credit 
facilities is deemed more vital 
now than ever. 

Other problems confronting 
agencies and the advertising pro- 
fession came in for attention as 
agency personnel, non-member 


|agency guests and media repre- 


“Produc- | 


New. 


York, president of the Direct Mail | 
Advertising Association, presided. | 


‘Three Accounts Added 
by Gelula Associates 


Abner J. Gelula & Associates, | 


| Philadelphia and Atlantic City, 
|has been appointed counsel on 


public relations and advertising | 


by the Boardwalk Association of 
Atlantic City. A campaign is 
under way to sell public recogni- 
tion of a “seal of confidence” dis- 
|played in windows of member 
merchants as well as by hotels, 
theaters, piers and banks. 

The Gelula agency also has 
been appointed to handle the ad- 


vertising of Brandywine Mush-| 
‘Two Name Jones Agency 


room Corporation, West Chester, 
Pa., and the portable phonograph 
division of Trylon Radio Labora- 
tories, Philadelphia. 


Appoints Beckford 


Murray A. Beckford, formerly 
sales and advertising manager of 
Frederick H. Levey Company, has 
been appointed assistant to the 


sentatives discussed “The Modern 
Agency at Work.” 

Brief technical talks covered 
such topics as merchandising, the 
media director’s function, copy, 
financial management, radio, re- 
search and personnel. The dinner 
meeting was presided over by 
Warren E. Craft, chairman of the 
Four A’s Pacific Council. 

Jack Smock, of Foote, Cone & 
Belding and chairman of the cre- 
ative group of the joint ANA- 
Four A’s committee, outlined an 
intensive study of the problem 
of improving public understand- 
ing of business through advertis- 
ing. Agency men have learned, 
he said, that such a program, t 


| succeed, must be sponsored by all! 


other groups as well as business 


Frank Tea & Spice Company) 
packer of Jumbo peanut butte! 
and Frank’s red hot sauce, and 
Palm Brothers Decalcomania Com- 
pany, both in Cincinnati, have 


|named Ralph H. Jones Company, 


president of Sleight Metallic Ink | 


Company of Pennsylvania, Inc., 
Philadelphia. He will assist in the 
company’s expansion program and 
the development of sales of new 
products. 


Cincinnati, to handle their adver- 
tising. 


G-E Picks Wild 

A. F. Wild has been appointed 
sales manager of television equip- 
ment for General Electric Com- 
pany’s transmitter division 
Syracuse. 


We wish you people who place ad- 
vertising could go to a Kiwanis Club 
meeting. You'll find more products 
discussed by members before and 
after the meetings than anywhere 
| else we know of. Good fellowship, 
you know, consists of a real interest 
in the other fellow—the clothes he 
wears, the car he drives, the insur- 


ance he carries. Kiwanians are both 


oé KIWANIS 


inquisitive and _ self-assertive—fin: 
carriers of word-of-mouth advertis 
ing. And they are respected and 
imitated by others in their towns 
Investigate this active market and 
learn how to get 175,000 Kiwanian 
selling for you or telling your story 
if you are an institutional or publi 
relations advertiser. Write for bro 


chure describing community leader- 


gine 


PUBLISHED FOR COMMUNITY LEADER: 


520 NORTH MICHIGAN AVENUE «+ CHICAGO 11, ILLINOIS 
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learned, im OVER 90 years, Good Housekeeping has been 
‘ram, to & * 


AND THAT is leadership, too. 
d by all first in the affections of America’s homemakers. 


ale dino But with leadership goes an obligation—an obligation 


ency ff THAT is leadership. 
J a leader, realizes that. 
ompany, ff 7 ‘ ‘ : 
butter fF With the largest circulation ever achieved by a mag- 
ice, and ; ‘ ee 
+n azine selling for 35¢ or more per copy, Good House- 
‘i, have 
ompans 


r adver- field: its 3,000,000 copies are read by over 8,400,000 


women every month. 


to accept responsibility. And Good Housekeeping, as 


Conscious of the national need for reducing prices 
wherever possible, Good Housekeeping has accepted 


CrP eT , y y asc > ~ ae re > ’ . M4 ns . . ° ee 
keeping now has the most readers per copy in its its responsibility: 


Good Housekeeping unit advertising rates to- 
day are lower—substantially lower—than they 
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LEADERS 


LtN OS | 


Because women have learned to trust Good House- 
keeping implicitly, and because their faith extends to 


its advertising pages, year after year the nation’s ad- 


vertisers give Good Housekeeping more pages of 


advertising than they give to any other women’s 


magazine. 


< 


d Housekeeping 


TD oO 
i wy 
© Guaranteed by ~ 


Good Housekeeping 
t/a ~ 
Sor 


AS Apvertised 


They are lower in spite of the fact that our costs 
have risen tremendously. They are lower because 
we believe it is in the best interests of the country, 
because we think it will be helpful to all business, 
including our own, and because it is the duty of a 


leader to get out and lead. 
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Old Gold Fills 
Sinatra Vacancy 


New York — Taking over the 
spot vacated by Frank Sinatra on 
June 4, Buddy Clark and Johnny 
Johnston will alternate as stars of 
Old Gold’s summertime show. The 
program also will spotlight Jan 
Savitt and his orchestra and Peggy 
Lee, songstress. 


The P. Lorillard Company, spon- 
sor of the program, which will be 
heard Wednesdays at 9:30 p.m. 
over CBS, indicated that this line- 
up is strictly a vacation squad. 
Sinatra, who was dropped by Old 
Gold effective at the end of the 
spring season, already has signed 
with the American Tobacco Com- 
pany to appear on the “Hit Pa- 
rade.” 


Lennen & Mitchell, meanwhile, 


Building 
SUPPLY NEWS 


is on the outlook for a big name 
personality to be featured on Old 
Gold’s time at the end of the 13- 
week run of the vacation show. 


| st Readership 


Three Join Baker 


a C. J. Schuepbach Jr., formerly 
z advertising manager of the Hart- 
mann Trunk Company, Racine, 
Wis., has joined Jim Baker & 
Associates, Milwaukee, as account 
executive. Eileen Daly, formerly 
with Alvin Plotkin Advertising 
Agency, Milwaukee, has joined 
the Baker agency as food and 
fashion copywriter, and William 
Mueller has joined the creative 
art staff. 


=. 


LILIENTHAL TELLS 'EM—David E. Lilienthal, chairman of the U. S. Atomic 

Energy Commission, (second from left) tells publishers at the 63rd annual 

spring meeting of the Inland Daily Press Association about atomic power. Left 

to right: Eugene F. Kelly, Journal-Tribune, Sioux City, la.; Mr. Lilienthal; Joseph 

M. Bunting, Pantagraph, Bloomington, ‘. and Robert P. Lusk, Plainsman, 
Huron, S. D 


Two Join ‘Journal’ 

Olga Walshe, formerly in the 
advertising department of .A. J. 
Frieman Ltd., Ottawa department 
store, and Douglas B. Grieve, who 
was advertising and sales man- 


ager of Canfield Electrical Works, 
Toronto, before serving in the 
Royal Canadian Naval Volunteer 
Reserve, have joined the adver- 
tising staff of the Journal, Ottawa, 
Ont. ' 


\ 
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(Watch for Orange Crush) 


The world’s most widely 
known products 
are advertised in 


the world’s most widely / & 
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ment prepared by Aubrey, Moore & 
Wallace, Inc., Chicago, IH., for 
The Reader’s Digest in Japanese. 


| j ee Corp., DuNLop RuBBER Co., Ltp. 
(of England), STANDARD Branps, INc.—these names 
you know well are rapidly becoming well-known in 
other countries, too . . . through their advertising in 
one or more of the 11 International Editions of The 
Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e Reach more than 21% million people in 42 countries 
e Influence the leaders in every country 


e Speak in the language of each country—a cardinal 
principle of export 

An ever-growing magazine in a growing world mar- 

ket, The Reader’s Digest offers American exporters 

a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 


Part of Every Dollar you Get Comes from World Trade 


AvYF +7Iry-Bit Amery 


The Reader’s Digest in Japanese... 


Circulation now up to 350,000 ... most widely read 
magazine in Japanese, reaching responsive families in 
Japan at rates as low as $1.75 per thousand. 

Published alsoin British, Australian, Spanish, Portu- 
guese, French, French-Canadian, Danish, Swedish, 
Norwegian, Finnish, and Arabic editions. 

. o . 

For rates, list of advertisers and other information, ad- 

dress: The Reader’s Digest International Editions, Inc., 


500 Fifth Ave., New York 18, N. Y., Lackawanna 4-0900, 
or 333 N. Michigan Ave., Chicago 1, Ill., Dearborn 8331. 
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Press Group Sees 
New Equipment: 
Hears Lilienthal 


CuHIcAGO — Members of the In- 
land Daily Press Association, at- 
tending their 63rd annual spring 
meeting here last week, previewed 
some of the postwar newspaper 
processing developments, includ- 
ing a new photo-electric engrav- 
ing machine and Thomascolor, a 
new speedy process for making 
color pictures. 

Fairchild Camera & Instrument 
Corporation, Jamaica, N. Y., in- 
troduced its new photo-electric 
engraver which, although it can 
make only halftones, requires no 
photographic or etching materials, 
and is unaffected by climatic con- 
ditions. It produces a halftone 
screen printing plate of plastic 
material suitable for letterpress 
printing, and the quality is said to 
compare favorably with plates 
made by photo-chemical process 
The instrument resembles a smal! 
screw cutting lathe. 

Also introduced at the meeting 
was Thomascolor, a system of 
producing color photographs with- 
out dyes or coloring material. 
Color separation is produced at 
the instant the picture is taken. 
It requires no longer to process 
than black-and-white film, is be- 
lieved to cost from one-ninth to 
one twenty-eighth the cost of 
color films now in use. It also 
provides accurate color separation 
for use in color printing. It is 
made by Thomascolor, Inc., Holly- 
wood 36, Cal. 


Lilienthal Speaks 


David E. Lilienthal, chairman 
of the Atomic Energy Commis- 
sion, told the meeting that the 
American public must be _in- 


one of the first major addresses 
since his confirmation by the U. S. 
Senate, Mr. Lilienthal warned 
that ignorance of what is at stake 


productive use. 


Des Moines Admen Elect 


Paul M. Elliott, salesman at 
Station KRNT, has been elected 
president of the Des Moines Ad- 
vertising Club. Other officers 
elected include Cornell Hewson, 
sales promotion manager of Gro- 
cery Wholesale, and R. Murray 
Goodman, advertising manager of 
Green Colonial Furnace Com- 
pany, vice-presidents, and E. S. 
Kinney, insurance executive, sec- 
retary-treasurer. 


KPBX Names Agency 


Station KPBX, Beaumont, Tex., 
has named the Beaumont office 
of Howell-Sparks-Cable, Inc., to 
direct its public relations and ad- 
vertising. 


FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% 
73% 


Home - carrier - delivery «nd 
Bayonne family subscript 0! 
gives us a unique ability '° 
get you enduring results 0 
a community we have beet 
serving for 77 years. 


THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 
National Representatives 
| NEW YORK CHICAGO 
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formed about atomic energy. Inf 


will greatly hamper development F 
of atomic energy for any sort off. 
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Peak Industrial | Haverhi 11, 


Washington and the 49 Ohio Select 


Era Ahead, AFA | 
SessionIsTold 


Boston — Instead of dying on | 
the vine, America’s industrial 
civilization is now approaching | 
heights hitherto undreamed of, | 
Louis B. Seltzer, editor of the | 
Cleveland Press, told a_ special | 
session at the AFA meeting here 
May 26, arranged by the Bureau | 
of Advertising, American News- | 
paper Publishers Association. 

A fantastically wonderful new | 
industrial civilization, vastly) 
greater than anything the world | 
has ever seen, lies in the future, | 
Mr. Seltzer said. To cope with | 
the tremendous changes’ which | 
science is bringing about, adver- | 
tisers and advertising media must | 
not only keep abreast of the times | 
but must supplement their own | 
abilities in gauging public psy- | 
chology with more accurate and | 
complete basic information than | 
ever before, he said. 

The session, presided over by | 
Alfred B. Stanford, national di- | 
rector of the Bureau of Advertis- | 
ing, also witnessed the bureau’s 
slide film, “Grass Roots and 
Greater Profits,” presented with a 
commentary by Harold Barnes, 
associate national director, and a 
discussion of marketing data 
which the bureau now has avail- 
able. 


New Audits Being Made 


In addition to its basic county | 
data, the bureau revealed that) 
continuing monthly grocery audits | 
are now available for New York, 
St. Louis, Cincinnati and Gary, 
Ind., and that similar audits are 
now being tested in Boston, Day-| 
ton, Detroit, Indianapolis, Los An- 
geles, Oakland, Portland, Ore., 

| 


#San Francisco, Toledo and Wash- 


ington. 

It also. pointed out that con- 
sumer preference studies, on an 
annual basis, are now available 
O., Indian- 
apolis, Milwaukee, Omaha, Phila- 
delphia, Sacramento - Modesto - 
Fresno, St. Paul, and 47 markets 
in Illinois: In addition, studies 
folowing a somewhat different | 
pattern are available for Chicago, | 
Cleveland, Fayetteville, N. C., | 


PRINTING 
WHITEHALL— 


2300 


N IMPOSING group of successful | 
advertising executives find this 


a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
~ll under one roof... Specially 
té.ned men are always on their toes 
© serve you so well that you will come 
back again. We can lighten your bur- 
de .1s—and at the same time produce 
‘er and more profitable printing 
you—ata saving of time, trouble 

money. Phone Whitehall 2300. 


AITHORN 


ORPORATION 


SETTING - ENGRAVING + PRINTING 
DN. RUSH ST., CHICAGO, WHitehal! 2300 


Mass., Pittsburgh, 


| Promotes Hale -WGAR to Boost Wattage ‘Sun’ Increases Rates 
| Clarence E. Hale, advertising| Station WGAR, Cleveland 5,000-| Effective Aug. 1, 1947, the Sun, 
manager of Golden State Com-)| watt CBS affiliate, has received | Vancouver, B. C., will increase its 
pany Ltd., San Francisco dairy,| FCC authorization to increase its | rates from 19 to 24 cents per agate 
since 1945, has been appointed | Power to 50,000 watts. | line. 


Hill Opens PR Office |sales promotion and advertising | 
...we have what it takes...type faces 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


Ray Hill has resigned as director | Manager. 

of public and trade relations of 
Advertisements « Brochures + Catalogs « Publications 
CRAWFORD COMPOSITION CO., inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


List markets. 


Continental Distilling Corporation 
and its affiliates to form R. A. Hill 
Company, public relations con- Edward O’Sullivan, recently re- 
sultant, at 718 Jefferson building, | leased from the armed forces, has 
Philadelphia 7. The new firm has| joined Ned Brydone-Jack, pub- 
been named to handle Continental | lishers’ representative with offices 
Distilling Corporation’s account. | in Los Angeles and San Francisco. 


Joins Ned Brydone-Jack 


For QUALITY in Illuminated 
Product-identification Signs... 


/ 


een se 


“Big time” advertisers don’t gamble with sales promotion funds. 
For point-of-sale displays of QUALITY ... signs that SELL... 
they go straight to “Illuminated Sign Headquarters’—Neon 
Products, Inc., at Lima, Ohio 


pI Wie +8 IRENA 5 
Our leadership in mass production of neon and fluorescent gy 2 nt 
displays is founded on close to 20 years of specialized experience. ya FAMOUS ADVERTISERS SAY: 
We have complete facilities for developing your product identifi- & “On our program, we consulted Neon Products, Inc. They not only came 
f through with outstanding sign ideas, but contributed materially to the % 


cation program, of whatever size, perfectly and economically. 
Competition sharpens as the “buyer’s market” gains momen- 
tum. The right illuminated product-identification signs can do 
much to put your product on top . . . and keep it there. 
Send your trade-mark, color scheme, and lettering style now. 
We'll gladly submit sketches and plans for signs that SELL— 
without charge or obligation. 


entire merchandising plan.’ , : 
Walter J. Daily, Advertising Director, 
BENDIX HOME APPLIANCES, INC. 


“Our dealer-identification sign program achieved immediate success. 

Again, because of their proven ability in the sign industry, Neon Products 
was selected to produce the Philco sign.” 

J. H. Carmine, V. Pres. in Charge of Merchandising, 

PHILCO PRODUCTS, INC. 


_ 
_ =e, 


“ There: 


“An integral part of our dealer-identification program is played by neon 

signs, many of them manufactured during the past two decades by 
Neon Products, Inc."’ 

J. D. Hershey, Advertising Director, 

DAYTON RUBBER MFG. CO 


"QUALITY NEON AND FLUORESCENT SIGNS IN QUANTITY” 


New York Office, « @ Chicago Office + @ Los Angeles 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 


ing Methods has been 
their business magazine. 


ase Getter FARMING 
| METHODS rec we say more? 


ch 
‘ CCA Circulation — 17,000 
WATT Publishing Co., MOUNT MORRIS, ILL. . . “ee. 


KSD Plans New Towers 


Station KSD, St. Louis, has pur- 
chased a 67-acre tract across the 
Mississippi River from the city 
where it plans to erect four 445- 
foot towers and a new transmitter 
boosting power to 5,000 watts at 
night, instead of the present 1,000. 
The four towers comprise a direc- 
tional antenna system which is 
expected to be the equivalent of 
15,000 watts in the immediate St. 
Louis area. The studios will re- 
main in the Post-Dispatch build- 
ing. 


Three Name Kesslinger 


J. M. Kesslinger & Associates, 
Newark, has been named to direct 
the advertising of Merribee Art 
Embroidery Company and Ber- 
nice Blouse Company, both in New 
York, and Day Chemical Com- 
pany, Newark. 


NAB Plans Second 
Study on ‘People 
Look af Radio’ 


Boston—The National Associa- 
tion of Broadcasters will sponsor 
soon a second study on “People 
Look at Radio,” it was reported 
at a broadcast advertising con- 
ference at the 43rd annual con- 
vention of Advertising Federation 
of America here last week. 

Dr. Kenneth H. Baker, NAB’s 
research director, summarized in 
detail, with charts, the findings 
in the first study, conducted with 


yp. Sores’ ; 

FATHER'S DAY Whee 
bift Parade J Wy 

oo faquuce, Wie 


+ JUNE lim - 


In the windows of America’s finest stores — 


doing big Father's Day business —this exciting display 


is persuading shoppers from border to border, 


coast to coast to buy gift 


+> 


sroducts advertised in 


the July Father's Day issue of 


where quality millions go to market 
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the National Opinion Researe), 
Center of the University of Denve, 
and published in detail last yea 
The survey found, among ot 

things, that “91% of the famil 
throughout the nation had radi 
sets’; that the 3,250 people sur 
veyed believed that radio did 
better job than magazines, new: 
papers or motion pictures in ser, 
ing the public during the war: 
that radio was “fairer” and “more 
indispensable” than these other 
media; that 64% relied on radio a 
“the main source of their dai! 
news.” 


Dislike Singing Commercials 


Only 29%, Dr. Baker pointed 
out, were annoyed with son, 
phase of radio advertising—cnhief\: 
on the basis of singing “‘interrupt- 
ing’’ commercials—and these were 
mostly among the “high income, 
better educated groups.” 

Most of those surveyed favored 
radio advertising of such “contro- 
versial” products as whisky, beer 
and laxatives. 

“Beyond a shadow of a doubt,” 
Dr. Baker emphasized, the “great 
majority of the American people 
today are extremely well satisfied 
with radio broadcasting as it is 
being produced today.” 

Hugh Feltis, president of Broad- 


cast Measurement Bureau, said 
that “radio today has available 
more facts for advertisers than 


any other medium.” He urged ad- 
vertisers, agencies and broadcast- 
ers alike to use BMB data as “a 
road map to find out where we're 
going,” and he presented the BMB 
sound film, “Measuring Radio Ac- 
ceptance.” 


Satisfied with Progress 


Mr. Feltis told AA that he was 
“well satisfied’ with progress thus 
far in lining up broadcasters’ sup- 
port of a second BMB study, to 
be conducted next year. 

Frank E. Pellegrin, NAB’s di- 
rector of broadcast advertising, 
showed findings in the two-yea! 
Joske of Texas study completed 
in 1946. He urged retailers 
employ radio especially for news 
of new products, prices and serv- 
ices. 

“People want their news from 
radio,” he said, addin? that such 
promotions create “greater word 
of mouth publicity.” 

Harold E. Fellows, general man- 
ager of WEEI, Boston, presided. 


Gruen Elects 2 V.P.s 
Henri Thiebaud, in charge 

manufacturing, and Aaron Thorne, 
in charge of the western divisio! 
have been elected vice-presidents 
of Gruen Watch Company, Cin- 
cinnati. Mr. Thiebaud makes ! 
headquarters in Bienne, Switze! 
land, and Mr. Thorne, in Los 
Angeles. 


Transfers Andersen 


Norman H. Andersen, hospi'«! 
representative in southern Cali- 
fornia for Burroughs Wellcome & 
Co., has been transferred to ‘ne 
sales department in the New York 


¥ 


| office, where he will be associa! 


with C. A. McAvoy in the hosp 
department. 


‘ol ‘ 


WFEDF Flint said the Si 
urt decided against Child Labor 
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This booklet is available without obligation to 
agencies and advertisers in the women’s and 
children’s wear, fabric and related fields. 

It suggests 10 copy themes which might be 
effectively used in advertising addressed to 
department stores and specialty shops during the 
current selling season. The booklet is illustrated 
with examples of actual advertisements from 
Women’s Wear Daily using each of the 10 themes. 
The coupon below is for your convenience in 


requesting a copy. Clip and mail it today. 


Promotion Department 
WOMEN’S WEAR DAILY 
8 East 13th St.,N. Y. 3 


Please send me “10 Ways to Use Women’s Wear Daily” 
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Company Name 


Street & Number 
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The Best Facilities We've Ever Had 


It is important, and, we believe, 
extremely fortuitous that the 
channels of mass communication 
are now in the best shape they 
have ever been in. 

According to Columbia Broad- 
easting System, there are now us- 
able radios in 93% of the homes 
—a total of 35,900,000 radio homes 
—with one in three homes having 
more than one radio. According 
to the Magazine Advertising Bu- 
reau, ABC magazines had an ag- 
gregate circulation of 161,000,000 
copies during the last six months 
of 1946. And newspaper figures 
show aggregate daily circulation 
within the United States nearing 
the 50,000,000 mark. 

All of these figures are record 
high marks, and as such are in- 
teresting and significant. But, as 
an indication of the manner in 
which the major channels of mass 
communication have weathered 
the war years, they are of the ut- 
most importance to all advertis- 
ers and all business men. 

America has come out of the 
war with enormous productive 
capacity. All agree that the major 
problem of peace is the utilization 
of that productive capacity at a 
high level, thus insuring a high 
standard of living, the required 
number of jobs, and a velocity of 


Bananas 


The advertisement which United 


Fruit Company placed in a num-| 
of newspapers a few weeks) 


ber 
ago undoubtedly gave any num- 


| 
ber of manufacturers and produc- 


ers a feeling of unusual content- 
ment. Probably this is just the 
sort of thing many manufacturers 
have been saying privately, and 
they are happy to see United Fruit 
Company having its say publicly. 

There good reason why 
United Fruit should have bought 
newspaper space to report to the 
public that if bananas are too high 
in price, most of the 


is 


blame rests 


on the distributors and retailers. 
As United said, “we have kept the 
price of our bananas well below 
what could have been obtained... 
Under the law we cannot fix the 
resale price of our products and 
dealers are free to sell bananas 


. at any price they see fit. How- 
ever, the spread between the price 
we are charging for bananas 
freight 


the 


our 


plus rail and handling 


charges and prevailing retail 


business and industry which 
means prosperity. 

In this task, advertising—call it 
mass selling, if you wish—must 
bear a major part. And without 
efficient, intelligently conceived 
mass media of communications, 
advertising is relatively helpless. 
Thus, the record levels achieved 
by major media—and by practic- 
ally all of the recognized advertis- 
ing media—are important not 
only to advertising men but to 
business men generally and to the 
country as a whole. 

With such tremendously broad 
avenues of reaching the masses, 
the task of the marketer is made 
much easier, and at the same time 
more difficult. The situation is 
like that of a ship’s pilot who has a 
wide variety of channels available 
for his purpose, and who must 
decide upon which to use, taking 
into account all special conditions 
applicable to his situation and to 
the particular time and task. The 
multiplicity of channels means 
that the pilot must exercise in- 
genuity, knowledge and judgment 
on every individual voyage, but it 
also means that he has a choice of 
tools for each particular set of 
circumstances, rather than being 
forced to use the same tool under 
all sets of conditions. 


Bite Back 


, prices is, in our opinion, exces- 
| sive.” 

With retailers blowing off steam 
about the need for manufacturers 
to reduce their prices, one can 
well visualize the satisfied grins 
which spread over the faces of 
many manufacturers when they 
read the United Fruit copy. 

We believe that facts like these 
should be exposed. There is no 
reason why any segment of the 
business world should take a rap 
in the public mind which it does 


not deserve. But we hope that 
both producers and retailers—and 
everyone in between—will exer- 
cise all the restraint possible in 


this battle of words. It will serve 
no useful purpose if segments of 
the business world go out of their 
way to bat other segments of the 
business world over the head. 
That sort of thing always has a 
tendency to get out of bounds, 
with the result that all of the par- 
ticipants wind up with their heads 
bloodied, even if unbowed. 


4 
°° 


Cleavage 

Readers of the New York Times 
were somewhat perturbed re- 
cently to see what will probably 
never become the glass of fashion 
in this country. This well-off- 


the-shoulder dress looked like 
this: 
s4 ? 
i* ‘ 
fi % Vr Wa. 
vy Sie ole wie i. 
4 5 ‘ 
. 
a ; 
eh > 
; 
3.98 ? 
J 
} 
; 
3.98 se 5 
See ae 
~ Pe } 
o” 
a iy > 
nous fatlon 
The copy, besides the happy 


| headline, says “Here’s air-condi- 
‘tioned glamor, in this naughty 


” 


| peasant blouse .. . 


Gilded Lily 

The Toledo Blade likes its read- 
|ers well dressed. And when it 
got a photograph of Mr. and Mrs. 
(‘Sam Stuckey, substantial resi- 
dents of Fulton County, O., cele- 
| brating their golden wedding an- 
|niversary, it was pleased to pub- 
|lish it. The Blade’s local cor- 
|respondent sent along a story. 

When the photograph hit the 
_paper’s art department, a zealous 
artist noted that Mr. Stuckey wore 
‘/no necktie, dutifully daubed one 
| in. 

Promptly after publication came 
/a letter from J. W. Fernamberg, 
|editor of the Fulton County Ex- 
positor. A sad mistake had been 
made, said Editor Fernamberg. 
Mr. Stuckey for years had been a 
pillar of the Amish church, and 
the Amish church regards neckties 
|as personal adornment, and there- 
fore a thing of the Devil. 


FTC Chaos 


We are indebted to the National 
Better Business Bureau for point- 
ing out that FTC’s rules on adver- 
tising of shock resistant or shock- 
absorbing watches have been 
changed. The corrected paragraph 
(c) Rule 3 of Trade Practice 
Rules should now read: 

Use of the Terms “Shock Re- 
sistant” and “Shock Absorbing.” 
Nothing in this rule, however, 
shall be deemed to prohibit use, 
without superlatives or accentua- 
tion, of the term “shock resistant” 
or “shock absorbing” as descrip- 
tive of a watch, watch movement, 
or part thereof, to which a me- 
chanical or other device or type 
of construction has been adapted 
and applied by reason of which 
both balance pivots in such watch 


or watch movement are protected 
for shocks, concussions, jolts, or 
accidental blows of at least that 
degree of damaging potentialities 
as would be sustained by said bal- 
ance pivots in the watch or watch 
movement when falling in an un- 
protected condition upon a level 
solid hardwood floor in any posi- 
tion from a height of three feet, 
provided, however, that no rep- 
resentation is made directly or in- 
directly by words, statement, de- 
piction, or otherwise, in the use 
of such terms “shock resistant” 
and “shock absorbing,” or in any 
other manner indicating or tend- 
ing to indicate that the shock re- 
sisting or shock absorbing proper- 
ties or condition of the watch or 
watch movement provided greater 
or more extensive protection than 
is in fact true. 


Cow Guarantee 

We have it reliably (from 
Deutsch & Shea, its agency) that 
Security Remedies Company is 
launching a new drive for Secur- 
ity Udder Ointment. If the user 
is not satisfied, the retail price 
of $7.50 goes to a favorite church 
or charity. 
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EASY-TO-GET LOANS 
FROM $100 to $3500 


PROMPT... CONFIDENTIAL... owr 
low-cost loans are designed to 
solve your personal financial 
problems. If yow are employed 
and need money, come in ond 
inquire. 


Trade Bank « Trust Co. 


8 West 48th Street 
Seventh Ave. at 36th St. © Second Ave. at 4th St. 


Member : F>derai Reserve System 
Fodere. Dapesit lnsursace Corp. 


—New York ‘limes 
Jottings 
Al the Chicago Plastics Show, 
there were all sorts of plastic cup 
and drinking containers exhibited, 
but the sign over the refreshment 
stand said “Beer served in paper 
cups only” 


The Hotel and Restaurant Em- 
ployes’ International Alliance and 
Bartenders’ International League 


of America voted at its annual 
convention in Milwaukee to make 
available $75,000 to combat “by 
legislation, education and public 


relations” the efforts of the Drys. 
General Tire & Rubber Com- 
pany’s ads supporting the radio 
show of its competitor, Goodyear, 
was unusual enough. But in Bos- 
ton, where General Tire owns 
WNAC, it was also boosting the 
rival ABC outlet, WCOP... 


Advertising Age, June 2, 1947 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING ‘AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 1}, 
Ill. . 


No. 2801. Westward the Course of 
Empire. 

The Denver Post has put into 
this analysis of the Rocky Moun- 
tain Empire a wealth of facts and 
figures about Denver, its trading 
area and coverage by the Post. 
Section 1 covers the “empire”’— 
its location and area, sources of 
wealth and production; Section 2, 
Denver—its position as a test 
market, sales, home ownership, 
industries and many other details; 
and Section 3, the Post—its edi- 
torial setup, county - by - county 
coverage, etc. The study is printed 
in color and illustrated by photos, 
maps and graphs. 


No. 2802. Fawcett Reports on the 
Continuing Study of Women 
in Their Twenties. 


Youth as a market factor gets 
the emphasis in this brochure, in 
which Fawcett Publications ana- 
lyzes product use and preferences 
by ages of women. Dozens of 
products and services are covered 
in the study, which shows per 
cent of purchases among women 
18-30 as compared with those of 
women 31-65. 


No. 2803. Southern California Dis- 
tilled Spirits Market. 


The Los Angeles Herald & Ex- 
press has issued this county-by- 
county study, for the calendar 
year 1946, of southern California 
excise stamp payments. It in- 
cludes an analysis of population 
of the 11 counties of southern 
California, and figures on off-sale 
and on-sale licenses and excise 
stamps in the region’s four ad- 
ministrative counties plus three 
counties. 

No. 2787. Gold Buckle on 
Cotton Belt. 


This market data file folder, is- 
sued by the Commercial Appeal 
and Memphis Press-Scimitar, 
enumerates Memphis industries, 
lists wholesale and retail sales and 
important outlets, and tabulates 
population, retail sales and news- 
pauper coverage in counties and 
towns over 2,500 in the market 


the 


No. 2771. A Picture of the Amert- 
can Teacher Out of School—!n 
School. 

This study, made by State 
‘Teachers Magazines, reports a sur- 
vey of subscribers in 39 states, and 
covers ownership of autos, rad 
elc., preferences for branded prvu°- 
ucts, travel expectations and ot! er 
;exlra curricular information. ‘1 
“in school” part of the report d¢ 
with practices in teaching nu’ 


lion and cleanliness, use of r: 
and visual education, and the \se 
of informative advertisements 
the classroom. 


No. 2778. Red and Green D« 


Food Study. 


Midwest Farm Paper Unit 
issued this report on facts c 
piled in an eight-month, ei 
state study of food buying ha 
of farm and city families. C 
pilation was made from ac! 
records of foods bought and fi 
produced at home for home 
and the report includes an an: 
sis of the study by Roland 
Vaile, professor of economics, lt 
versity of Minnesota. 
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Modern Distribution 


ae gn 


A weekly newspaper for better buying, transportation, warehousing, merchandising of hardgoods in volume 


VOLUME 4 


September 15, 194.7 


NUMBER 37 


Distribution briefs 


Pulling power of MD 
sets new records 


How distributors of all kinds re- 
spond in record-breaking numbers to 
product offerings in Mopern DistrI- 
BUTION has been reported by scores of 
manufacturers in letters to the pub- 
lishers. For example: 

BurFrFALo, N. Y. “The response from 
MODERN DISTRIBUTION really snowed 
us under. We watched the replies 
come in waves, first from the New 
England States area, then from the 
North Central States, the South East- 
ern, and Midwest, the West, and 
finally the Far West. Never before 
have we had such an experience.” 


Detro!IT, Micu. “Our client tells us 
that your publication produced more 
inquiries than any other.” 


Los ANGELES, CaLir. “Requests are 
still being received from all over the 
world.” ° 


DayToON, OHIO. “Without question 
your readers are buy-minded. Some 
of the larger accounts which we had 
not been able to crack till now had 
their interest stirred by your notice.” 


SHEBOYGAN, WIs. “It will please you 
to learn that we have received at least 
200 inquiries resulting from the no- 
tices appearing in your paper.” 


PHILADELPHIA, Pa. “Received hun- 
dreds of letters from wholesalers, 
manufacturers’ agents, retailers, etc., 
and as a result, many of your sub- 
scribers throughout the country are 
now selling our merchandise.” 


Los ANGELES, Ca.ir. “If anyone had 
told me three months ago that any 
magazine or periodical could give the 
wonderful results achieved by your 
publication, I would have laid them 
10 to 1 it could not hawe been done... 
have been able to line up complete 
sales agencies throughout U. S. and 
Canada through MD.” 


Detroit, Micu. “Such a broad and 
quick response certainly proves the 
integrity and pulling-power of your 
excellent publication.” 


New York, N. Y. “The number of 
replies received over a 10-day period 
on electric fans was 158.” 


Curicaco, ILL. ““We have had over 50 
inquiries from exporters, ail of whom 
were very interested in our electric 
water heater. As a direct result of this 
article, we also received between 50) 
and 75 inquiries from jobbers and dis- 
tributors here in the U. S., in addition 
to receiving a possible dozen inquiries 
from manufacturers’ representatives 
who are interested in representing us. 
The response that we received is in- 
deed very gratifying to us.” 


* mocuvons, Itt. “Amazed at the fine 
response...totaled more than those 
received from trade papers in which 
we advertised.” . 


LAMBERTVILLE, N. J. “The publicity 
obtained has been tremendous. We 
have received over 200 letters from all 
over the country, Canada and abroad. 
They are still coming in. Publicity has 
been copied by other publications with 
national circulation, from which we 
are also receiving response.” 


Los ANGELES, Ca.ir. “Response not 
only excellent but more numerous 
than all of the other publications 
combined.” 


continued on page 4 


Ceiling: 32 big pages— 
including the ads 


This is probably the first time that 
any business paper has announced 
a ceiling of 32 pages an issue—in- 
cluding advertising. 

MD does so because merchan- 
dising is a fast-moving business. 
MD readers must make quick deci- 
sions. They buy and sell enormous 
quantities of goods over the phone 
and by the wire. They can’t spare 
time for bulky publications. They 
want to be addressed briefly and 
to the point. 

A 32-page ceiling means that MD 
in the future, as in the past, will be 
read—thoroly. It means that the ad- 
vertiser will get what he is paying 
for: reader traffic, visibility, and 
readership, not just circulation. 


Modern Distribution to carry advertising 
starting with September 15 issue 


$25 newsletter to be weekly newspaper, blanketing hardgoods field | 


Mopern DistriBuTION, weekly 
eight-page illustrated newsletter, 
will become a weekly newspaper 
carrying advertising effective with 
its issue of September 15, 1947. 

Starting in newsletter format in 
June, 1944, Mopern DIstrIBUTION has 
already built a paid circulation—at 
the rate of $25 a year—of more than 
10,000 among leading hardgoods 
wholesalers, chain-store organiza- 
tions, large department stores, mail- 


Advertisers to profit three ways 


from MD ads 


There are three ways in which 
Mopbern DIsTRIBUTION will help ad- 
vertisers increase sales and reduce 
selling costs. 


1. Advertising in Moprern DistrI- 
BUTION will build greater distribu- 
tion for the advertiser’s product. 


As the only truly horizontal pub- 
lication in hardgoods distribution, 
MoberN DISTRIBUTION will carry ad- 
vertising messages to top-grade 
hardgoods wholesalers, plus chains, 
department stores, mail-order 
houses, buying syndicates, and all 
those who merchandise hardgoods 
in volume—thereby increasing the 
sales of that line—helping the man- 
ufacturer to speed the introduction 
of new products, and to pave the 
way for future products. 


2. Advertising in Moprern Distri- 
BUTION will increase sales through 
the advertiser’s present distributors. 


Obviously a distributor—whether 
he is a wholesaler, a chain, or a de- 
partment store—cannot push every 
line he handles. Somehow, he must 
select those lines he believes can 
and should be pushed. 

MD enables the advertiser to tell 
distributors about the salability of 
his product; about the consumer ad- 
vertising he is doing or plans to do; 
about his merchandising and point- 
of-sales materials and services. That 
kind of advertising shows the dis- 
tributor how he can profit by fea- 
turing and pushing the advertiser’s 
line. 

Thus, MD helps to keep goods 


moving toward the consumer—and 
dollars toward the advertiser. 


3. Advertising in Mopern Distr1- 
BUTION will cut selling costs. 


Since MD is the only truly hori- 
zontal publication serving the hard- 
goods distribution field, one adver- 
tising expense will provide blanket 
coverage of the field, thus releasing 
other advertising dollars for other 
profitable purposes suchas strength- 
ening consumer advertising. 


All of this applies to manufac- 
turers of products sold to distribu- 
tors for resale. The same principles 
apply with equal force to advertis- 
ing of products to be sold to dis- 
tributors for their own use—such 
as trucks, business systems, and 
materials-handling equipment. 


If you want more distribution, 
more sales, lower costs, more profits 
—put Mopern DistrIsuTION to work, 
starting September 15, 1947. 


order houses, manufacturers con- 
trolling retail outlets, buying syndi- 
cates, cooperatives, and export 
houses and overseas buyers. 

In its new form, limited to a maxi- 
mum of 32 pages an issue including 
advertising, Moprern DIstrIBUTION 
will become the first truly horizon- 
tal advertising medium in the field 
of hardgoods distribution for such 
products as: 

Auto Accessories & Parts 

Building Materials 

Chemicals, Insecticides, etc. 

Containers 

Electrical Appliances & Supplies 

Farm Equipment 

Giftwares 

Handtools 

Hardware 

Housewares & Furniture 

Mill Supplies 

Office Equipment & Supplies 

Paints, Wallpaper, Glass 

Petroleum Products 

Plumbing, Heating, Air Condi- 

tioning & Supplies 

Sporting Goods 

Toys & Games 

Plus these products and services 
bought for use rather than resale by 
MD readers: 

Insurance & Financial Services 

Material-Handling Equipment 

Office Equipment & Supplies 

Trucks & Trucking 

Dummies of the new publication 
have been shown to important sub- 
scribers in Chicago, Cleveland, 
Akron, Pittsburgh, New York, Bos- 
ton, and Philadelphia. They have 
approved the change to a weekly 
newspaper because: 

(1) It means more extensive and 
thoro news coverage. 


10,000 Paid Circulation at $25 a Year 
Makes Business Paper History 


For perhaps the first time in publishing history, a business 
paper, before inviting a single line of advertising, has built 
a paid circulation of more than 10,000—enough to blanket ap- 
proximately 80% of its field—at the rate of $25 a year. This 
is the achievement of Mopern Distrisution. Today, after 
three years of publishing (without advertising income), dis- 
tributors pay more thousands of dollars to read MD than 
to read any other trade or merchandising publication. 


MD NEWS FLASHES 


News that MODERN DISTRIBUTION will carry advertising, reaching certain adver- 
tisers in advance of the formal announcement, brought these reactions: 
Philadelphia, Pa. H. Ward Butterfield, Vice-President of Buckeye Aluminum Co., 
Wooster, Ohio, declared: “Count us in as an advertiser beginning with your very first 
issue. The fast-moving tempo of Mopern DistrisuTIoN makes it a natural for us...” 
New York, N. Y. W. H. Mathews, Vice-President, Devoe & Raynolds Co., Inc.: “Con- 
gratulations. Count us in. Your enlarging the scope and usefulness of MD will be a definite 
contribution to the hardgoods distribution field.” 
Cleveland, Ohio. Lamp Division, General Electric Company, advised: “GE lamps are 
being distributed by an ever-widening group of outlets to make it easier for the consuming 
public to buy them. Mopern DistrisuTion is tailored to help speed this program, and we 
will want space from the start.” 


(ADVERTISEMENT) 


(2) They welcome the advertising 
of products seeking distribution, and 
of other products offered for the use 
of distributors. 

Of 1,003 subscribers who re- 
sponded to a questionnaire ad- 
dressed to 2,600 of them, 99.3% voted 
in favor of MD publishing ads. 

From the beginning MD has gath- 
ered news. Besides its own News 
Bureaus in New York, Cleveland, 
Washington, and Chicago, the pub- 
lication has built a network of cor- 
respondents in 41 important distri- 
bution centers in the U. S., Canada, 
and Mexico. 

An additional News Bureau will 
be opened in Detroit, additional per- 
sonnel added to the present News 
Bureaus, and new editors employed 
to staff new departments which will 
appear in MD when it becomes a 
newspaper. 


They can’t wait 

Because of the urgent need of so 
many manufacturers to build and 
strengthen distribution at low cost, 
the publishers expect to build ad- 
vertising volume quickly to the 
maximum MD can carry in its fast- 
handling 32-page makeup. 

Proof that MD has established a 
record for pulling power is afforded 
by scores of letters, spontaneously 
written to the publishers from man- 
ufacturers whose new-products an- 
nouncements have appeared. 

It is estimated that 8,500 whole- 
salers, chain-store organizations, 
department stores, mail-order 
houses, and buying syndicates con- 
trol the distribution of approxi- 
mately 80% of all hardgoods sold in 
the U. S. Now the advertiser will be 
able to reach 80% of his potential 
distribution in one publication. 


Why it clicked 

MopernN DISTRIBUTION has suc- 
ceeded for two reasons: 

1. Being the only truly horizontal 
distribution publication, it gives the 
reader information on how to sell 
more goods at less cost gleaned 
from many distribution channels. 

Thus wholesalers can profit from 
the experience of the chains—chains 
from the experience of department 
stores—electrical distributors from 
the experience of hardware distrib- 
utors, and so on. 

All distributors have a natural, 
vital interest in the basic functions 
|of distribution—buying, warehous- 
ing, transporting, and merchandis- 
ing. It is the aim of Mopern Dts- 
TRIBUTION to assist its readers to 
perform these functions more effi- 
ciently by providing a central clear- 
inghouse of advanced practices and 
experiences. 

2. Being the only truly horizontal 
distribution publication, Mopern 
DISTRIBUTION helps its readers to di- 
versify. And diversification has been 
the trend in distribution for more 
than a decade. 


| Tocite but one example, less than 
| half of the sales volume of hardware 


wholesalers consists of hardware 


continued on page 4 
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2 e Modern Distribution 


ELDRIDGE HAYNES 


ALVAH B. WHEELER 


Harwoop F.. MErrRILu 


er el 


ARTHUR W. PEARCE 


Modern Distribution owned by Modern Indusiry publishers 


Mopern DistrisuTIon is published 
by Magazines of Industry, Inc., pub- 
lishers of the highly successful 
magazine, Mopern INDUSTRY. 

The corporation, organized in 1940, 
was financed by a score of well- 
known industrialists. Its officers are: 

President, Eldridge Haynes, for- 
merly Vice-President and director 
of McGraw-Hill Publishing Com- 
pany, and Publisher of Engineering 
News-Record and Construction 
Methods. 


Vice-President, Alvah B. Wheeler, 
formerly Vice-President of Mc- 
Graw-Hill Publishing Company in 
charge of advertising sales in the 
Eastern District. 

Secretary, Harwood F. Merrill, 
now Editor of Moprern Inpustry, 
formerly Managing Editor of Forbes 
Magazine. 3 

Treasurer, Arthur W. Pearce, now 
Director of Modern Industry Li- 
brary (book-publishing division of 
the company), formerly Research 


Economist of Gengler Bros. 

All four officers are directors of 
the company. Also serving on the 
Board are: Glenn Griswold, Editor, 
Public Relations News; Chester H. 
Lehman, Executive Vice-President, 
Blaw-Knox Company; Henry Neil 
Mallon, President, Dresser Indus- 
‘tries, Inc.; T. W. Phillips, Jr., Presi- 
dent, T. W. Phillips Gas & Oil Com- 
pany; and Calvin W. Verity, Chair- 
man of Finance Committee, The 
American Rolling Mill Company. 


How Mopern DIstTRrIBsuTION is first 
with the news—first to tell of new 
money-making and money-saving 
ideas and products for distributors 
—is told in hundreds of spontane- 
ously written letters the publishers 
have received from leading whole- 
salers, chains, department stores, 
and other distributors. For example: 

Repaid Itself 100-Fold. ‘“‘The 
amount I have paid for your mag- 
azine has repaid itself 100-fold.” 
Lynn, Mass. 

First in Reporting News. “We 
would deeply feel the loss of your 
Magazine; as you say, you are the 
first in reporting important news 
developments and forecasts.” Port- 
land, Ore. 

Search Ended. “I have at last 
found the type of publication that I 
have been searching for.” Toronto, 
Ont., Canada. 

No Issues Will Be Missed. “Will 


Vital editorial services of the new MD 


From September 15 on, MD will 
be the weekly newspaper of the 
hardgoods distribution field. There 
will be no long articles as such. And 
no padding in the news, no report- 
ing of minor personnel changes 
which clutter up the columns of so 
many trade and merchandising pa- 
pers. MD’s objective is to report and 
interpret all the significant news in 
the field of hardgoods distribution. 

This means that MD editors will 
be covering important developments 
in these major lines (in alphabeti- 
cal order): 


Auto Accessories & Parts 

Building Materials 

Chemicals, Insecticides, etc. 

Containers 

Electrical Appliances, Radios & 
Supplies 

Farm Equipment 

Giftwares 

Handtools 

Hardware 

Houseware & Furniture 

Mill Supplies 

Paints, Wallpaper, & Glass 

Petroleum Products 

Plumbing, Heating, Air Condi- 
tioning & Supplies 

Sporting Goods 

Toys & Games 


And—products and services 
bought for use rather than for re- 
sale by MD readers: 


Insurance & Financial Services 
Material-Handling Equipment 
Office Equipment & Supplies 
Trucks & Trucking 


MD’s editorial objective also 
means that MD editors will be cov- 
ering manufacturers, leading whole- 
salers, chains, department stores, 
mail-order houses, buying syndi- 
cates, and cooveratives to report 
news on how these organizations are 
buying and merchandising these 
products at a profit. 

Beyond the general news columns, 
which naturally will account for the 
majority of the publication’s pages, 
special departments are planned for: 

Warehousing and Transportation. 
In this department the reader will 
find the latest methods and equip- 
ment im- 
proving warehousing and transpor- 
cutting 


which are successfully 


tation services—and their 


cost. 
2 
Va 


re « 


Control. Here the 
r will find the latest and most 


successful practices for controlling 


agement 


nventories, sales operations, cred- 
collections—the controls 


Oy every alert dist! 


iputor to} s 


keep his business tuned to con- 
stantly changing conditions. 


Merchandise Preview. Here will 
be reported, mainly in pictures, data 
on significant new products which 
in the judgment of the editors offer 
profit opportunities to MD readers. 


Modern Distribution Looks Ahead. 
This is the forecasting department, 
where the editors analyze current 
trends in terms of tomorrow’s busi- 
ness. This includes looking ahead at 
prices, inventories, business condi- 
tions, and trends in individual lines. 


Ad visibility, reader 
traffic assured 
by MD make-up plan 


Limiting MD to a maximum num- 
ber of 32 pages an issue is not the 
only step MD will take to help both 
the reader and advertiser get maxi- 
mum value from the publication. 

In addition, every page of MD, ex- 
cept the back cover, will carry edi- 
torial material. The only full-page 
ad MD will accept will be placed on 
the back cover. 

To keep advertising production 
costs down to a min:mum for both 
the advertiser and the agency, ad- 
vertising will be accepted in stand- 
ard units commonly used in busi- 
ness papers. These units are built 
around the standard 7” x 10” adver- 
tisement. (See rate card—page 4.) 

For dominance and display, MD 
will accept two (2) three-unit ad- 
vertisements arranged as a standard 
spread of two 7” x 10” regular pages. 


Advantages for advertisers 


1. Every ad (excevt the back cov- 
er) w..] be on a page containing edi- 
or‘al msterial and next to reading 
matter, thus assuring maximum vis- 
ibility. 


2. Advertisements will be spread | 


throughout the publication, begin- 
ning on page 2. Only the front page 
will be’ devoted totally to editorial 
material. From and including the 
inside front cover, to and including 
the inside back cover, the reader will 


find both editorial and advertising | 


material, thus assuring busy, reader 
traffic. 

3.The dimensions of the adver- 
tisements standard 
the adver- 


conform with 
thus as 
the 


Ole product on costs. 


practice, uring 


tiser and agency ol lowest pos- 


Mopern DistTrisuTIon has 


hardgoods more efficiently. 


goods at less cost. 
Mopern DISTRIBUTION will 


* 


Editorial purpose of Modern Distribution 


readers to buy, warehouse, transport, and merchandise 


Mopern DistrisutIon holds no brief for or against any one 
channel of distribution. It serves hardgoods wholesalers, 
chains, department stores, and mail-order houses alike, be- 
cause: (1) All of them perform the vital functions of buying, 
warehousing, transportation, and merchandising; and (2) all 
of them need a central clearinghouse of news, ideas, and 
experiences which will help them to distribute more hard- 


issue (including advertising), because buyers and execu- 
tives of important distributing organizations are among the 
busiest men in America. They are impatient with long- 
winded people and publications. 

Mopern D1stTRrRIBUTION always has been, and always will be, 
staff-researched and staff-written by its own corps of editors 
plus a nation-wide network of correspondents. This method, 
which is admittedly expensive, assures the reader that he is 
getting thoro news coverage—reliable information checked 
and double-checked for accuracy—unbiased presentation— 
and clear, useful, and brief text. 


only one goal: To assist its 


have a ceiling of 32 pages an 


Subscribers who pay $25 
a year testily 


you please let me know about ex- 
piration of my subscription in plen- 
ty of time so renewal can be entered 
in order that no issues will be 
missed.” Topeka, Kansas. 

Helps to Secure New Accounts. 
“MoperN DISTRIBUTION has been of 
invaluable aid to this office, helping 
us to secure new accounts as well as 
additional lines. Also, your fore- 
casts have enabled us to formulate 
plans and sales ideas in advance of 
others in our field.” Chicago, Ill. 

Best Investment. “We have re- 
ceived more value from that invest- 
ment [a subscription to MD] than 
any other we have ever made.” 
Cleveland, Ohio. 

Finest Medium. “I am a sub- 
scriber to MD and can say it is the 
finest medium for making contacts, 
both for the manufacturer and dis- 
tributor, in this country.” Los An- 
geles, Calif. 

Complete—Concise. “...especially 
pleased with the information and 
the complete but concise way in 
which the material is handled.” In- 
dianapolis, Ind. 

Aid to Sales. “...have made excel- 
lent use of Mopern DISTRIBUTION as 
an aid to our sales and the planning 
of sales.” San Francisco, Calif. 

Helped Tremendously. “...con- 
gratulate you on your fine publica- 
tion...helped us tremendously in 
securing new lines and the cost of 
subscription is certainly reason- 
able.” Elliott, Iil. 

Read It Thoroughly. “I think your 
publication is among the best and I 
read it thoroughly. It has stimulated 
considerable thinking on my part.” 
Statesville, N. C. 

Extreme Satisfaction. “...express 
our extreme satisfaction with your 
publication. It has served us well in 
obtaining the type of information 
which is so difficult to find else- 
where.” New York, N. Y. 

Tremendous Benefits. “...excep- 
tionally fine publication from which 
we receive tremendous benefits.” 
Philadelphia, Pa. 

Greatest Magazine. ‘““Moprern Dt1s- 
TRIBUTION is the greatest magazine 
of its kind, everyone should read it.” 
Montreal, P. Q., Canada. 


continued on page 3 
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Modern Distribution 
builds nation-wide 


news coverage 
(ADVERTISEMENT) 


Minneapolis® 


Rocktord, 
CHICAGO @ 


feoria 


Des Moines , 
° 
Davenport 


. 
h 
Cue Bloomingto 


Kansas city” st Leu 


Wichita® 


New Orleans, 


Houston® 


Mexico City g 


Milwaukee [/ 


ry 
indianapolis 
Cincinnat 


Louisville 


wey 


@ NEWS BUREAUS 
© CORRESPONDENTS 


Pittsburgh ° 
Baltimore 
“Dayton WASHINGTON 


Columbus, 


. 
Atlanta 


Mopern DISTRIBUTION maintains its own News Bureaus in New York, 


Cleveland, Washington, and Chicago, plus a network of correspondents 
developed and trained over a three-year period in 41 cities. Another News 


Bureau is being opened in Detroit. The editors, and a brief biography o! 


each, are shown on next page. 
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Subscribers testify 


continued from page 2 


Distributors’ Bible. “Many thanks 
for the great help that America’s 
Distributors’ Bible has been to us. 
We cannot praise it too highly.” 

Ranks First. “We think Mopern 
DIsTRIBUTION ranks first in trade 
papers.” Portland, Ore. 

Great Help. “Thank you for your 
services to us...great help to us in 
many ways.” Dallas, Tex. 

Anzxiously Awaited. “This publi- 
cation is the most highly regarded 
in the business and each succeeding 
publication is anxiously awaited by 
its subscribers.” Baldwin, N. Y. 

Extremely Profitable. “Have al- 
ways found your service very satis- 
factory and extremely profitable, as 
I have picked up a number of lines 
that I am still handling and very 
successfully.” Washington, D. C. 

Superb. “We find Mopern DistrI- 
BUTION a superb publication that 
leads its field.” Toronto, Ontario. 

New Items Obtained. “...I have 
found it to be very helpful to us in 
obtaining many new items that we 
now carry.” Houston, Tex. 

Read Cover-to-Cover. “We have 
been subscribing to Mopern Distri- 
BUTION for quite some time. We 
value it very highly here in our 
business. In fact, we pass the copy 
around on a routing sheet so that 
every department has an opportu- 
nity to study the publication thor- 
oughly.” Milwaukee, Wis. 

Extremely Enthusiastic. “We re- 
ceived our first issue of MopERN 
DISTRIBUTION yesterday, and to put 
it mildly, we, in our organization, 
are extremely enthusiastic about 
it.” Youngstown, Ohio. 

Valuable Features. “We look for- 
ward to many more renewals and 
to the many enlightening and valu- 
able features of MD.” Hollywood, 
Calif. 

Absolutely Tops. “MD and MI 


STEPHEN B. BooKE 


Stephen B. Booke, Chief, New 
York News Bureau, formerly of the 
editorial staff of the New York 
Daily News; Eastern Editor of Ad- 
vertising Age: and Distribution Edi- 


Lyman M. Forses 


JoeL KEITH 


tor of Mopern Inpustry. 

Lyman M. Forbes, Chief, Chicago 
News Bureau, formerly Market 
Research Manager of American 
Builder, Editor of National Retail 


Lumber Dealer. 


Joel Keith, Warehousing and 
Transportation Editor, formerly 
Managing Editor of Distribution Age. 

Gene Blanpied, Merchandise Pre- 


Matt HALL 


view Editor, formerly of the staff 
of Mopern INpbustTRY. 

Matt Hall, Chief, Cleveland News 
Bureau, formerly Business Editor 
of the Akron Beacon-Journal. 


GENE BLANPIED 


rate absolutely tops with the writer 
and this business, believe us, sin- 
cerely.” Hamden, Conn. 

Read Cover to Cover. “The weekly 
issues are read from cover to cover 
and each issue seems more informa- 
tive than the one that precedes it.” 
Freeport, N. Y. 

Asset to Our Concern. “I wish to 
say that your information has been 
an asset to our concern. Since a 
buyer’s market has already loomed 
on the horizon, wholesalers need all 
the information they can gain access 
to. In this respect you have done a 
good job.” Maxton, N. C. 

Rely on for Facts. “I particularly 
like the manner in which you ana- 
lyze the distribution situation. We 
know of no other single publication 
that we could rely on for the facts 
that we feel are necessary to do the 
selling job we have set out to do.” 
Buffalo, N. Y. 

How Much Is It Worth? “Many 
times one article is worth a lot more 
than a year’s dues.” Rockford, III. 

Keep Up to the Minute. “Being a 
subscriber of MD helps to keep us 

continued on page 4 


W.R. Pelkus directs MD diecaletton 


The extraordinary 
business-paper circu- 
lation achievement of 
MD (building 10,000 
net paid at the rate of 
$25 a year) was di- 
rected by William R. 
Pelkus, Assistant to 
the President of Mag- 
azines of Industry, 
Inc. 

Mr. Pelkus also di- 
rects the circulation 
department of Mop- 
ERN InpDuUsTRY. Before 
assuming his present 
post in August, 1943, Mr. Pelkus 
rang up another record as Circula- 
tion Director of Newsweek. Before 
that he was General Manager of 
Parents’ Magazine. 

Sharing the honors with Mr. Pel- 
kus is Richard B. Kershaw, who is 


Wu.iaM R. Pe_kKus 


tities od ae 
RIcHArD B. KersHAw 


in charge of circulation selling by 
mail—and MD’s program was based 
entirely on mail effort. Mr. Kershaw 
also won his circulation spurs at 
Newsweek, and previously pub- 
lished a newspaper in New Rochelle, 
New York. 


Milton Lightcap heads MD sales staff 


Milton W. Lightcap, 
who recently resigned 
as Division Manager 
of Montgomery Ward 
& Company has be- 
come Advertising Di- 
rector of MD. Mr. 
Lightcap has also 
served as Distribution 
Director of the North 
American Philips 
Company, and Sales 
Manager of Devoe & 
Raynolds. 

Victor Raiser will 
serve as MD’s Eastern 
District Manager, making his head- 
quarters in New York. Mr. Raiser’s 
past experience includes the posts 
of Publisher of the I]lardware News- 
letter, and Advertising Manager of 


Minton W. Licgutcap 


Victor RAISER 


| sales experience on the Hardware 


Retailer. 
Advertising representatives of 
MoperNn DIstTRIBUTION, to be head- 


quartered in Cleveland and Chi-| 


World Petroleum, plus advertising | cago, will be announced shortly. 


Approximately 80% (in dollars) of all the hardgoods 
sold in the U. S. flow thru these four major channels: 


1. WHOLESALERS. The latest U.S. Census (1939) 
reveals that there were 32,528 wholesalers in the U. S. 
engaged primarily in the distribution of hardgoods. 
But 6,577 wholesalers accounted for 75.4% of the total 
volume of business by the total group. These 6,577 
wholesalers, as reported, enjoyed annual sales of $200,- 
000 or more in each line of hardgoods as follows: 


Sporting Goods, Toys, Amusements ...... 102 
Auto Accessories & Parts ............ 542 
ee eS ee ee ee 201 
Btu & Deut Beeciaities 4 5. 6 4 6 oc es ee os 282 
Electrical Appliances, Radios & Supplies... 926 
Furniture & Housewares............. 386 
Sis Se REE OS ae we 523 
Lumber & Construction Materials ....... 527 
Commercial Machinery & Equipment & Sup- 
Cree Tere Cer eee ee s+ aoe 
Industrial Machinery & Equipment & Supplies 868 
Farm Machinery & Equipment & Supplies. . 80 
Paper, Wrapping Paper, Stationery, Wallpaper 463 
Petcoleum & tte PLOGucts ..w cc 125 
Plumbing, Heating, Air Conditioning ..... 565 
General Merchandise & Dry Goods........ 315 
Miscellaneous Hardgoods Wholesalers .. . 558 


Total 6,577 


2. CHAIN STORES. There were a total of 3,029 
chain-store organizations in the U. S. engaged in the 
distribution of hardgoods in 1939. They owned 49,058 
stores and did a total volume of business of $4,648 mil- 
lion. But 794 chain-store organizations owning 11 stores 
or more each, operated 41,440 stores with a volume of 
$4,151 million, or 89.8% of the total. The chain-store 
organizations, owning 11 stores or more each, was as 
follows: 


General Merchandise ............... 59 
oe, ee eee ee ae ee 55 
Furniture, House Furnishings, Housewares. . 20 
Household Appliances, Radio, etc........ 132 
PE III, 6.9.60 ks ots eee 6 Bod de aR OR 47 
ge eee eer Cee eee eee 161 
Lumber & Building Materials .......... 143 
POM, CHAOR, WOIMMADEE 6 68 6 cc es 25 
eee en ee eee are 10 
OT ES eer see ee 60 
Miscellaneous Chains Handling Hardgoods. . 82 

TOTAL 794 


3. DEPARTMENT STONES. Practically all depart- 
ment stores sell hardgoods. In 1939, there were a total 
of 4,074 department stores with a total volume of busi- 
ness of $3,974 million. But 590 department stores doing 
a volume of $1 million or more a year each, accounted 
for a total sales volume of $2,899 million or 75.4% of 
the total volume. 

TOTAL 590 


4. OTHER DISTRIBUTORS. This includes mail- 
order houses, retail chains controlled by manufacturers 
(such as the tire, oil, and paint companies), buying 
syndicates, cooperatives, and export houses. No pre- 
cise figures are available on the volume of business of 
these establishments, but it is known to be very large. 
MD estimates that there are 500 important companies 
in this group. 


TOTAL 500 
Unfortunately, there are no inore recent figures than 

the 1939 Census figures cited above. It is unlikely that 

there has been a substantial change in the number of 

establishments since 1939. But there has been a very 

substantial increase in the number of retail outlets 

controlled by the chains, by mail order houses, and by | 
|} manufacturers; in addition, many wholesalers have | 
reached out for control of retail establishments. Sale 


volume in all these categories has leaped ahead: par- 
ticularly through the addition of more hardgoods line 


| } | 
| by all kinds of distributors. 


(ADVERTISEMENT) 


8,900 units control 800% of hardgoods distribution 


Sales of wholesalers were up 27% in January, 1947, 
over the corresponding month in 1946—but hardgoods 
sales were ahead by more than 60%. 

Chain store sales for 1946 were 29% ahead of 1945, 
but the gain in hardgoods was “relatively twice as large 
as that recorded for non-durable goods”, according to 
the Department of Commerce. 

Department store sales were 28% over 1945 and 123% 
over 1939! 


MD circulation parallels 
hardgoods distribution 


This table compares the circulation of the May 2nd, 1947 issue 
of MODERN DISTRIBUTION with the U. S. Census data for: whole- 
salers with annual sales of $200,000 or more; for chain organiza- 
tions with 11 or more stores; for department stores with annual 
sales of $1 million or more; and with MD’s well-based estimate 
of other important volume merchandisers of hardgoods. 


Number of MD 

Worthwhile May 2, 
WHOLESALERS Units 1947 
Sporting Goods, Toys, etc. .... 102 109 
Auto Accessories & Parts ..... 542 467 
Paints & Chemicals ......... ML. sl SD 
Drugs & Drug Specialties ..... 282.... 150 
Electric Appliances, Radios, 

Ge as ee ea 926.... 866 
Furniture & Housewares ..... 386 254 
A eer a eee re ee 
room & Construction Materials 527 388 
Commercial Equipment 

a rr 114. 89 
Industrial Equipment & Supplies. 868 . 760 
Farm Equipment & Supplies 80. 50 
Paper, Wrapping Paper, Station- 

Ory, & WAMBOPeT 2.8 sccas 463 465 
Petroleum & Its Products. ..... 125 111 
Plumbing, Heating, & Air 

COnGINOMING 2.4. 6c ct tece 565 486 
General Merchandise & Dry Goods 315 329 
Miscellaneous Hardgoods Whole- 

a Ree Gr are at are ae S58. ... BO 

Wholesalers Not Identified . 334 


6,577 6050 


CHAIN STORE ORGANIZATIONS 


General Merchandise ........ ee 61 
Wee HOTS. gk ti eens 55 70 
Furniture, House Furnishings, 

Ro ae 20 22 


Household Appliances & Radios . 13% 142 
Auto ACCOSSOTIOS «2.2.68 68 56% 47 51 
ee ae ee 161 143 
Lumber & Building Materials... 143.... 101 
Paints, Glass, Wallpaper...... eer 22 
a ai 10 39 
ere ae ae Tee ee ee ee 60. 71 
Miscellaneous Chains Handling 
Hardgoods bale hot ood Miva: 0 
794 772 
DEPARTMENT STORES 590 573 
OTHER DisTRIBUTORS — Mail 

Order Houses, Manufacturers 

Controlling Retail Chains, Co- 

operatives, Buying Syndicates, 

Export Houses......... 500 2.605 
MANUFACTURERS” AGENTS XXX 580 
MISCELLANEOUS—Manufacturers, 

Advertising Agencies, Govern- 

ment, Transportation, etc..... 01 
Not IDENTIFIED XXX 150 
TOTAL 8461 11.531 
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4. ¢ Modern Distribution 


Readers want ads on wide range of products 


When MD recently question- 
naired 2,600 of its subscribers, 
38.6%, or 1,003, responded. Of these, 
996, or 99.3%, said they want MD to 
publish ads. 

The responses came from some of 
the most important wholesalers, 
chains, department stores, and mail 
order houses in the U. S., and from 
certain manufacturers controlling 
retail outlets, such as oil, rubber, 
and paint companies. 

The various lines of merchandise 
handled for resale by these 1,003 sub- 
scribers to MD shown in table 1. 

It is highly significant that the 
average MD subscriber now handles 
almost four different hardgoods 
lines. 


1. MD subscribers carry 
these lines: 


Lines carried by Per Cent 
Auto Accessories & 

i eee ee 258 25.7 
Building Materials . . 212 21.1 
Electrical Appliances. 553 56.3 
Electrical Supplies . . 349 34.8 
ee eae 308 30.7 
pT 415 41.4 
House Furnishings . . 298 29.7 
Housewares ...... 345 34.4 
Mill Supplies ..... 150 15.0 
Plumbing Supplies . . 182 18.1 
Sporting Goods .. . . 306 30.5 
WS. kaa ad As Sx 500 49.9 


The questionnaire also asked sub- 
scribers to check a list of products 
under this heading: 

“IT would be interested in adver- 
tisements of the following kinds of 
products:” 

The kinds of product advertise- 
ments MD subscribers want to read 
is shown in table 2. In this detailed 
tabulation, MD subscribers have 
been grouped according to their 
present major line classification. 
The use of distributor in table 2 
means: wholesalers, chains, depart- 
ment stores, mail order houses, and 
manufacturers controlling retail 
outlets. The number of “distribu- 
tors” now handling each line is 
100.0% in each case. 


Manufacturers 

widen and diversify 

distribution 

That the trend among manufac- 
turers is to increase the number and 
kind of distribution outlets for their 
goods, is disclosed in an important 
study just made by the editors of 
MD’s companion publication, Mop- 
ERN INDusTRY. This study appears in 
the May 15th issue of Mopern In- 
pustry. A few highlights are: 

231 manufacturers cooperated 
with MI editors in this study. 

83.0% report that they are er- 
panding distribution through 
wholesalers. 

67.5% are distributing through 
more types of wholesalers. 

76.0% are distributing through 
more types of retailers. 

50.5% are selling more goods 
direct to retailers than they did 
presumably to big retailers like the 
chains and department stores. 

60.2% of those who report their 
activities in the private-brand field 
say that they are increasing their 
private-brand business. 


Subscribers testify | 
continued from page 3 


up to the minute in new develop- 


2. Product ads MD subscribers want to watch 


wa $ “ -=3 = o & 3 we 
These distributors —> te Fic] #8 88 ‘ g & $ as we 
want to read ads about 3 38 = 5 $s $8 = = 3 é 33 2% £3 g8 
these y products 38 as se) Ba < - & a za Bo On 
Auto Accessories 
& Parts 88.8 344 329 37.0 315 37.8 29.2 290 407 401 467 242 
Building Materials 318 858 286 361 240 3356 C1201 OT COT. CR 
Electrical Appliances 76.0 63.7 95.1 891 79.2 73.0 829 765 600 709 980.7 61.2 
Electrical Supplies 56.6 453 609 903 51.0 54.0 510 530 520 67.0 559 40.0 
Gifts 391 278 479 441 96.1 55 57.7 S68 32.7 324 582 422 
Hardware 65.9 712 580 628 653 940 661 719 780 742 719 484 
House Furnishings 36.0 37.7 465 458 60.4 4.7 8S 65 273 451 516 #£33.4 
Housewares 50.0 439 530 527 #1701 63.6 77.2 86.7 42.7 549 63.7 402 
Mill Supplies 302 401 174 264 # £9159 229 178 23 880 445 225 196 
Plumbing Supplies 333 514 ,271 S361 23.4 328 289 275 43 S19 346 196 
Sporting Goods 55.4 38.2 45.0 47.3 ~~ 61.7 523 530 542 373 418 9886 312 
Other Lines 349 311 369 32.7 461 33 366 31 93 46: 02 714 
Total 600.0 570.6 549.3 6004 624.7 6084 6205 609.5 596.0 6544 645.3 456.6 


How to read this table: Identify your 
line of products in the left-hand col- 
umn of the above table. Then run 
your eye, left to right, to see the inter- 
cst in your line among all kinds of 
distributors. 


This table illustrates two basic facts 
about MopERN DIsTRIBUTION: 

1. Why the Readers Need the Paper. 
Look at any one of the columns above, 
reading from top down—Electricai 
Appliances, for example. Here you see 
the far-flung interest of these distri- 


butors, far beyond Electrical Appli- 
ances as such. Indeed, 58% of them 
are interested in hardware. Clearly 
there is a need for a newspaper which 
will gather up, interpret, and publish 
the vital news about all kinds of hard- 
goods distribution. Beyond all this is 
the community of interest shared by 
all distributors in their common func- 
tions of Buying, Warehousing, Trans- 
portation, and Merchandising. 


2.Why the Advertisers Need the 
Paper. Now look at any one of the 


horizontal classifications of products, 
left to right. See the opportunity to 
build distribution for your product 
through a wide variety of outlets. Re- 
member—these are wholesalers, 
chains, department stores, mail-order 
houses, buying syndicates. Here is one 
publication serving the entire field to 
help you build greater distribution— 
to focus attention on your product 
thruout the field—to help you reap the 
full rewards of your consumer adver- 
tising—to increase your sales, cut your 
costs, increase profits. 


ments and ideas, and the magazine | 
is thoroughly enjoyed.” Long Beach, | 
Calif. 

Great Value. “...of great value to 
our buyers.” Johannesburg, South 
Africa. | 


M (d Di { ib ti R { ( (l 1 
EFFECTIVE SEPTEMBER 15, 1947 
NOTE: MODERN DISTRIBUTION, founded June 1944 3. ADVERTISING OFFICES 
as a weekly service carrying no paid advertising, will New York 17: 347 Madi A 
publish advertisements beginning with the issue of Sep- io _ Hill Forney a 
tember 15, 1947. The rates published herein are effective , Murray Hill 3-2720 j 
: Phe 5 ne pe age Chicago 6: 20 North Wacker Drive 
with the issue dated September 15, 1947. Contracts and 722 
orders beyond six (6) months will be accepted at “pre- Central 2353 
ling” ¢ : : Cleveland 14: Union Commerce Bldg. 
vailing” rates. : 
Main 8151 
1. GENERAL ADVERTISING what = oy A Walnut Street 
- : ocust 7-322 
The newspaper format of MODERN DISTRIBU- San Francisco 4: 68 Post Street 
TION is five column makeup. A printed dummy of Sutter 5568 
thg new format will be furnished on request. Los Angeles 5: 684 S. Lafayette Park Place 
Advertising space is on a unit basis. By com- Drexel 4388 
bining units, the equivalents of standard business Atlanta 3: 1722 Rhodes-Haverty Bldg. 
paper advertisement sizes are achieved: Walnut 8113 
3 Units—7” x 10” 
2 Units—452” x 10” 4. MECHANICAL REQUIREMENTS 
1 Unit —2%" x 10”, or 458” x 4745" (a) Page Size: 
‘ A 5 ” ” $ " 
The largest single advertisement acceptable 12% x 1614” trimmed. 
(not including the back cover) is six units ar- (b) Units Acceptable: 
ranged on facing pages as a spread of two 7” x 10” 1 Unit: 244” x 10” one column, or 
plates, 45g” x 478” two columns 
. ‘ -AxSK" x ” 
(a) Black and white: oo aoe a 
The following rates apply to space used 6 Unite. T 7 oe 10” pl 
within twelve (12) months, and to all space wera pind de minae spread 
used in the publication, except on back covers. Back Cover: 1134” x 15” (non bleed) 
1Unit $155 each 65 Units $115 each (c) Bleed Specifications: 
13 Units 145 each 78 Units 110 each Bleed advertisements acceptable only on back 
25 Units 135 each 91 Units 105 each cover position. 
39 Units 125 each 104 Units 100 each Bleed Plate Size 1234” x 1614”. 
52 Units 120 each All important type matter should be kept 14” 
in from the gutter, 3g” in from other sides 
(b) Color: to allow for trim. 
anaes on an Soon oe _—_ (d) Halftones: 
other nage ‘i colors avaliable at 9/). Send 120-line screen original copper engrav- 
Cae Foe Cee. ings blocked. MODERN DISTRIBUTION is 
(c) Back Covers: 5 ‘ printed direct from plates furnished. 
Back covers sold only as 13, 26, 39, or 52 (e) Two Color Plates: 
pages. Cancellable only on ninety (90) days Send blocked original copper engravings line 
a screen. Please furnish two complete color 
Black and White Back Covers: proofs. Standard colors—red, orange, yellow, 
13 Covers $500 each 39 Covers $400 each and blue. Rates for special colors on request. 
25 Covers 450 each 52 Covers 350 each (f) Closing Dates: 
Complete plates, black and white, color: 14 
(d) Bleed: days prior to publication date. 
Bleed acceptable only for back covers. Add 
10% to page rate. 5. CIRCULATION 
(e) Orders for more than one year not accepted. (a) MODERN DISTRIBUTION is edited for all 
(f) Cancellations not accepted after closing dates. kinds of volume merchandisers of hardgoods 
(g) Not responsible for errors in key numbers. including: wholesalers, chain-store organiza- 
(4) Modern Distribution reseserves the right to tions, department stores, mail order houses, 
reject any advertisement that does not con- buying syndicates, cooperatives and manu- 
form to its high standard of text and appear- facturers controlling retail outlets. It is edited 
ance. to help them buy, warehouse, transport, and 
sell more goods at less cost. 
2. COMMISSION AND CASH DISCOUNT (b) MODERN DISTRIBUTION paid circulation 
(a) Agency commission to recognized advertis- more than ten thousand. 
ing agencies, 15° of the gross (c) Publication date: Every Monday. 
(b) Cash discount 2°%, 10 days. (d) Price: $25.00 a year. 


(ADVERTISEMENT) 


Distribution briefs 


continued from page 1 


Kansas City, Mo. “Inquiries re- 
ceived include letters from Canada, 
Hawaii, and the Philippines. Interest 
far exceeded our greatest expecta- 


tions.” ‘ 


PHILADELPHIA, Pa, ““The response to 
this item was so great that we believe 
our stock will be exhausted very 
shortly.” i 


ERIE, Pa. “Brought us inquiries and 
orders beyond our fondest expecta- 
tions. Flood of inquiries relative to ac- 
tual sales has astounded us...many of 
our sales problems have been solved.” 


San Francisco, Cauir. “Swamped 
with inquiries from all over the coun- 
try.” 


MINNEAPOLIS, MINN. “Through MD 
we have been fortunate in lining up 
the best sales representation through- 
out the country.” 

oe 


MINNEAPOLIS, MINN. “Many more 
inquiries from interested buyers than 
we had hoped for...” 


Dayton, Ouro. “The response from 
dealers, distributors, and jobbers has 
been amazing.” 


AKRON, OHIO. “‘We received a flood 
of more than 130 inquiries as a result 
of the item about our new key case.” 


GIRARD, OHIO. “The results were 
amazing. We had wires and phone 
calls before we had received our copy 
of MD.” 


Newark, N. J. “We received ap- 
proximately 500 requests.” 


SEATTLE, WASH. “For your informa- 
tion, to date we have received 46 in- 
quiries concerning the distribution of 
our water heater. 'l hese inquiries have 
come from three distinct and separate 
groups: About 15 from export firms, 
about 12 from factory representatives, 
and the balance from wholesale, elec- 
trical, plumbing, and hardware dis- 
tributors...We think your publication 
|is a very good one, and we were 
|amazed at the response received... 

P.S. We have received 43 more in- 
| quiries since this was written. More 
| coming daily.” 


Modern Distribution 
to carry advertising 


continued from page 1 


Most hardware wholesalers also 
sell electrical appliances, paints and 
varnishes, sporting goods, toys and 
games, housewares. 

And what is true of hardware 
wholesalers is also true of other 
wholesalers, the chains, the depart- 
ment stores, the mail-order houses. 

To keep up with the news in the 
various fields in which they do bus- 
iness, distributors have had to 
choose between reading a larger 
number of specialized publications 
—which they haven’t had the time to 
do—or reading Mopern DIstTRIBU- 
TION at $25 a year. 

Indeed, distributors pay more 
thousands of dollars to read MD 
than they pay to read any other 
trade or merchandising publication 
in the world. 

It is the aim of MD to broaden its 
news coverage so that busy execu- 
tives and buyers of important dis- 
tributing organizations can find 
within the pages of a single news- 
paper the essential news of all hard- 
goods distribution. 

Thus Mopern DIstrIsuTIon solves 
the problem of thousands of dis- 
tributors who, in the past, have felt 
that they should read a dozen or 
more specialized trade or merchan- 
dising publications to keep up with 
the times—to get sales-building and 
cost-cutting ideas, to learn of new 
lines they need to take on to diver- 
sify their operations. 
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AGA Releases 
‘6 mm. Color and 
Sound Movie 


| Will Su lv L series of bibliographies on varied | Motorist, official publication of the 
PP Y ; aughs | phases of advertising and selling,| association. He will make his 
Laughs Unlimited, with offices 


| entitled “Direct Mail Ad tising.”’ i 
‘at 276 W. 43rd St, New York, Tenue irec ai vertising.” | headquarters in Portland, effective 


; i are available from the! June 1. 
has been organized to supply jokes | bureau for 5 cents each. 


and cartoons to house organs, 


DAY AND NIGHT 
POINT-OF-PURCHASE 


ADVERTISING > (ap | 
‘Meredith Appoints Three 


trade publications, bulletins, etc. | . ° IM RADIANT 
= New YorK—The American Gas/| The cartoons are offered exclu- | Appoints King | Meredith Publishing Company, | re OLORS 
Association has ready for release | Sively by the service and not on Sidney King, an employe of the| Des Moines, has added three to its | 
; re- his month a 16 mm. sound-color | 4 Syndicate basis. state department of Oregon since|general promotion department | m BLACK LIGHT ACTIVATION of 
nada, 1otion picture entitled “Winning | ——— | 1939 and for many years director | field staff for both Better Homes DIMENSIONAL BRILLIANT 
— eals of Approval,” which de- | Publishes Booklists | of the safety division of the state| & Gardens and Successful Farm- | FULL COLOR RANGE 
ecta- — age oaeagrnd d : | motor vehicle division, has been | ing. They are: William H. Bell, | While for complete information 
cribes the tests modern aS / The Business Information Bu- | appointed public relations director | Cleveland office; M. Peter Sarfaty, | 
‘ange undergoes before meeting | reau of the Cleveland Public Li-| of the Oregon State Motor Asso-|New York office, and Emmett B.| (Rsagh ARMS 
pe to tne industry’s nationally-recog-| brary has issued the first in a/ciation and editor of the Oregon. Faison, Philadelphia office. MB A 
pHieve nized standards. 
-* More than 75 scenes and a cast | 
of 16 were used in the picture, | : MM ae 
and which is based largely on opera-| °’ 2 Ay 
pcta- tions at the AGA testing labora-| ¥¥ AS 
ond tories and demonstrates some of ae Ae 
y of : : aM Ai 
ed.” the 600 tests given a gas range may f: %:, Wi 
before it earns the AGA seal of| °% ¥ ° FINE “ffi NEEDS NO OTHER NAME Bek 
, approval. The last third of the oy Ys 
pe film deals with the additional re- an. P ei . A: 
oun- quirements which go into the ON Coated Paper has always provided the best printing surface available B 7 
™ poe Dg a range built to “CP”| . BK for realistic reproduction of fine half-tones. By “streamlining” its p 
standards. Se A ¥ ? ee 
b up In an effort to reach 1,000,000; °) 3 manufacture, Consolidated achieved a superior coated paper and also se 
»- home economics students in the| «gj reduced costs. This finer product ... sold at uncoated paper prices... Be 
47-’48 school year, 100 prints will; «| 3% - Bee 
be booked in high school and col-| ©: i remains fine coated paper and needs no other name. ee. 
: ; | a. fy’: 
eg “Talking geo be ld | Be. tt Manufactured in weights down to 45 pounds, one of the Consolidated fe 
A special teacher’s manual is be- | Ta grades will meet almost any printing need. Oi)’: - 
ing prepared for use with the. ae zh’... ode ‘ 
film. Fifty prints will be held by | EO. ee r Me 


and technical advice by Carl F. 
Geltz of AGA. Testing labora- 
tories, and cooking of all foods | 
and technical advice on home 
economics were handled by Mary | 
Swiston, Peoples Gas Light & | 
Coke Company, Chicago. 


Swallow Leaves K&E 


John Swallow, for the past three 
years manager of Kenyon & Eck- 
hardt’s Hollywood office, has re- 
signed and will be succeeded by 
Clare Olmstead, formerly a vice- 
president of McCann-Erickson, as 
manager, and Jesse Butcher, for- 
merly radio director, public rela- 
tions department, National War 
Fund, as business manager. 

Mr. Swallow will announce his 
future plans shortly. 


Plans Format Changes 
Calling All Girls, published by 
Parents’ Institute, New York, will 
change its format, effective with 
the August issue, to include four- 
color-editorial and advertising 
pages, larger page size, and later 
closing dates for advertisers. 


Your key to a market of 


10,000,000 


Peer 


THE 28TH ANNUAL DIRECTORY 
of COUNTRY and SUBURBAN 


AKRON, Ohio 


The Alling & Cory Co. 


The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
ALBANY, New York 
W.H. Smith Paper Corporation 
ATLANTA, Georgia 
The Whitaker Paper Co. 
BALTIMORE, Maryland 
The Mudge Paper Co. 
The Whitaker Paper Co. 
BUFFALO, New York 
The Alling & Cory Co. 
Franklin-Cowan Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Illinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Centra Ohig Paper Co. 
DALLAS, Texas 


DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
; Butler Paper Co. 
DES MOINES, lowa 
Pratt Paper Co. 
Western Newspaper Union 
DETROIT, Michigan ; 
Butler Paper Co. 
Union Paper & Twine Co. 
FARGO, North Dakota 


Southwestern Paper Co. 


Southwestern Paper Co. 
GRAND RAPIDS, Michigan 


Central Michigan Paper Co. 


HOUSTON, Texas 


Southwestern Paper Co. 


INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 
MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota ‘ 
Butler Paper Co. 
aif Newhouse Paper Co, 
The Paper Supply Co., Inc. 
NEW ORLEANS, Louisiana 
Graham Paper Co. 
NEW YORK, New York 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co, 
OAKLAND, California 
Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 


Oshkosh Paper Co, 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co, 
Wilcox-W alter-Furlong Co, 
PHOENIX, Arizona 
Graham Paper Co, 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffitt & Towne 
ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 
Western Newspaper Union 
SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co., Corp. 
West Coast Paper Co. 
SIOUX CITY, lowa 
» Western Newspaper Union 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc. 
TOLEDO, Ohio 
The Central Ohio Paper Co. 
Paper Merchants, Incorporated 
TULSA, Oklahoma 
Beene Paper Co. 
WASHINGTON, District of Columbia 
R. P. Andrews Paper Co. 
The Mudge Paper Co 
WICHITA, Kansas 


newspapers Western Newspaper Union Western Newspaper Union Graham Paper Co, 
: FORT WAYNE, Indiana OMAHA, Nebraska YORK, Pennsylvania 
Names see . ee pth sl co Butler Paper Co., Inc. Western Paper Co. The Mudge Paper Co, 
- veeKly newspapers ¢ ering 53 pet 
ent of the population the 
nited State 
p> Names of publishers , . “ fy nm ubik Bthe | 
~ , ' 4 TE Aa } pe tae 7 | oh & 
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®@ American Press Association 
225 West 39th Street 
New York 18, N. Y. 

ladelphia Chicago Detroit 


x. 
PyrYY ii iiiiiiiii iii 


Dallas 


the AGA promotion bureau, which | eh Moiese. se rks gis ott PER Pa Ee 5p yp aaa eae | 
supervised the film, for distribu- | po PERE Se net aN Sb i ei gS AC eS fee) rg: rT aoe 
tion to member companies con-| \:"'¢ ; tt cael ol dite Si ore” — 
tributing to the research and pro-| -' in SE) ARN hye 
motional fund. Member com-| } iit tH ach she 
panies and range manufacturers | ie AR re 
may purchase prints at actual cost | .'% - he 
of approximately $115 each. ma . - 
Preview showings will be made {3g 
this month and July; school ral OFnd COATED AflLib- 
showing will get under way in| Mama 
September, and prints will be| @im 
available to gas companies, prob- | Tia PRODUCTION GLOSS...MODERN GLOSS 
ably in August. > ae 
The movie was filmed at wi ah he 
ing Picture Productions, Chicago, | aN . . 
with direction by Lou Kramer | oy: eo D | Sst ri ip U t e d bd y FORT WORTH, Texas OSHKOSH, Wisconsin 
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18 
Names Spitzer & Mills 


National Pressure Cooker Com- 
pany, Wallaceburg, Ont., has ap- 


‘Dayton Names Orr 


Dayton Company, Minneapolis, 
has placed its fashion advertising 


pointed Spitzer & Mills, Toronto| account with Robert W. Orr & 


agency, to handle its advertising. 


Associates, New York. 


We are looking for a young 


MEDIA MAN WANTED 


now he is probably the number two man in a large 
agency. He wants to have a department of his own. He 
wants to do “creative buying” and to know the clients. 
He wants an opportunity to do market research. 


If you think you are the man, a medium-sized, rapidly 
growing 4As New York agency would be interested in 
hearing from you. Box 6724, ADVERTISING AGE, 330 W. 
42nd St., New York 18, N. Y. 


media man with ideas. Right 


Office Furniture 
Institute Plans 
New Ad Campaign 


WASHINGTON—The Wood Office 
Furniture Institute is completing 
plans for a campaign in half a 
dozen business magazines, begin- 
ning in July, to reach office man- 
agers, purchasing agents and 
others who buy office furniture. 

The $50,000 effort, through 
Henry J. Kaufman & Associates, 
Washington, represents a new de- 
velopment in institute advertising, 
formerly confined to dealer and 
trade circles. 

Through the ads, the institute 
aims at elimination of the office 
“caste system” by furnishing gen- 


eral, as well as executive offices, 
in wood. The campaign was pre- 
ceded by a survey of purchasing 
agents and office managers con- 
ducted by Kaufman through mem- 
bers of the National Advertising 
Agency Network. 


Sponsors Video Series 


General Foods Corporation, New 
York, is sponsoring a six-weeks 
series of television programs over 
Station WNBT, New York. The 
time is set for Thursday, 8:30 p.m., 
EDT. Young & Rubicam is the 
agency for General Foods. 


Miner Boosts Simpson 

W. G. Simpson, in the sales 
department, has been appointed 
Canadian sales manager of the 


Miner Rubber Company, Granby, 
Que. 


mh 
é 


now yours | 
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Kneibler Offers 
‘Prescription’ 
for Full Sales 


MILWAUKEE — Eleven “ingredi 
ents” in a successful sales “pre 
scription” for manufacturers o 
consumer goods sold through re 
tail stores were detailed here b: 
A. R. Kneibler, vice-president ii 
charge of marketing of Cooper: 
Inc., Kenosha, Wis., manufacture 
of men’s undergarments. 

Mr. Kneibler told the Sales 
Managers’ Association of Milwau- 
kee the ingredients are: 

1. Select or develop all possible 
unique and meritorious feature 
in the product and/or the com- 
panv history and policies behind 
the product, as the cornerstone 
of your sales and advertising pro- 
gram. 

2. Wherever possible, patent al! 
desirable features and give your 
product or products easily recog- 
nizable brand names. 

3. Package the item in a mod- 
ern, attractive manner. 

4. Considering current eco- 
nomic conditions, establish fair 
and equitable prices at both 
wholesale and retail. 

5. Organize your sales _ per- 
sonnel to demonstrate and dis- 
tribute to retail stores. 


Tie-ins Urged 


6. Organize a national adver- 
tising and publicity program and 
arrange for retailer tie-ins. 

7. Prove to the retailer his 
profit potentials in handling your 
merchandise and featuring it in 
the manner you have pre-planned. 

8. Educate retail sales person- 
nel in the proven merits of the 
item. 

9. Establish a research depart- 
ment charged with the responsi- 
bility of continuous effort to main- 
tain and improve quality of prod- 
uet and effectiveness of design. 

10. Never stop advertising. 

11. When mass production and 

|engineering studies make savings 
in costs possible, use the savings 
to further improve products and/ 
| or reduce price to the customer. 
_ These ingredients, he declared, 
| provide a formula industry needs 
| for the period of competitive sell- 
| ing. 


| 


‘Boston Paners Rewarded 
for Unity Work 


| Five Boston daily newspaper: 
were cited for contributions to 
unity among Americans at the 
third annual dinner meeting of th« 
Institute for American Democ 
racy. 

Receiving awards for thei 
newspapers were Robert Choate 
| publisher, Herald-Traveler; Har 
old Kern, publisher, America’ 
| Record - Advertiser; Davis Taylo! 
Globe; Henry Gillen, Post, an 
Erwin Canham, Christian Scien 
Monitor. William E. Mullins « 
the Herald was given a person: 
citation. The principal speake« 
was William E. Haskell, assista: 
to the president of the New Yor 
Herald Tribune. 


Joins Conde Nast 

Pierre Duquesne, with Gre 
Advertising Agency, New Yor 
since his release from the Arm 
has joined Conde Nast Public: 
tions, New York, as_ promoti: 
manager. 


WRITERS, MERCHANDISING and SALE 
PROMOTION EXPERTS Help You 


Double Your Sales 


$4 We Specialize Im MAGAZ! & 
a NEWS PAPER, RADIO« ¢ 
‘ DIRECT MAIL... «- 


CAMPAIGNS 


300 SOUTH LOS ANGELES ST 
OS ANGELES 13 _ PHONE VAndyke 461 
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Graphic means 
.-- to greater 
markets— 


The electrical industry finds itself in an 
unique over-capacity status, a hypothetical 
twelve o’clock feller in a nine o'clock town. 

Here are the blueprints, production lines, 
four-color advertisements, expectant dealers 
and palpitating prospects . . . all set for new 
major appliances—ranges, heaters, freezers, 
laundering machines, air conditioning units, 
powered labor saving devices. 

Yet the wiring in many American homes 
is a 1912 model, designed for 25-watt bulbs... 


has long been overloaded with appliances. 


New appliances will blow fuses, increase 
fire risks, cause current failure...a fine kettle 
of fish for the appliance salesman who must 
sell Mrs. Consumer a $300 wiring job before 
he can sell a $175 refrigerator. 

And fish as well for the appliance dealer, 


manufacturer, and the utility company! 


To sow the potentials and limitations 
of existing wiring systems, Westinghouse 
devised a series of ingenious and elaborate 
display panels which illustrated four grades 
of residential capacity in terms of use and 
appliances employable. It was a fine display 
but too expensive for wide distribution. 

One night in Pittsburgh a Westinghouse 
man told an Einson-Freeman man about the 
problem and the display. And subsequently 
Einson-Freeman reproduced the display in 


three-dimensional cardboard cutout form. 


WR we LEGEND 
comin t 


THRIFT DEGREE... the minimum standard for 
electrical living. Includes Electric Range, } Water 


Heater, 


BUDGET DEGREE... More equipment and auto- 
matic features are added to the equipment 


Refrigerator, Washi Machi 
lroner. the Taiting here is pr —— tye by O} 


include a 


covered by the Thrift Degree. Additions ice @ 


ish 


t, Loundromet, ond 


DE LUXE DEGREE .. is essentially the Ideal 


Degree with central air cooling in place of in- 


divadyal room room coolers and tans. Extensive 
and decorative fluorescent Ww 


S| 


‘Ths Westinghouse display makes clear 


to the householder the limitations of his 
present wiring, the extra capacity required. 
It serves to explain to the new home 
builder the necessity for adequate provisions 
as his family and appliance use grows; and 
for heavier wiring in a remodeled house. 
This display benefits architect, builder. 
electrical contractor, utility, and consumer 
. perpetuates progress and future markets. 
Educational and non-commercial, it can be 
used in schools, home economics classes and 


group meetings ... as well as in architects’ 


offices and dealer windows. It can also be 


used as single panels, will last a long time. 


7 . 
WE nave had enough experience to do 
a good job in any kind of visual education. 
Our ideas and exhibits are always available 


for your inspection. 


Einson-Freeman Co. iw: 


Occasionally non-commercial Lithographers 


* LONG ISLAND CITY. N. ¥ 
Chicago, Cleveland, Detroit, St. Louis. 


STARR & BORDEN AVES. 
with offices in... 


Minneapolis, Atlanta, Houston, Los Angeles, San Francisco 
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‘Printers’ Ink’ Enters R; . = 
Book Publishing Field Big Radio Drive 


Printers’ Ink Publishing Com- In Chicago Aims 
pany, New York, publisher of 
Printers’ Ink, will enter the book at Negro Market 
publishing field soon with books | 
on advertising, management and| CHIcAco— Perhaps the large 
sales. Individual books will be | radio campaign ever directed | 
published by Funk & Wagnalls as| the Negro market—and certain \ 
the Printers’ Ink Business Book the largest in Chicago—began la 
Shelf, with the first volume sched-} week as National Credit Clothing 
uled to appear late this summer. Company here launched  thrie 
; Books will be cloth bound,| separate shows over Statio 
argely new material and Printers -WAAF 
Ink reprints. Kenilworth H.| : ; ‘ . 
Mathus, formerly book editor of | The South Side .clothing fit n 
Popular Science Publishing Com-|0" May 26 began _ sponsori:g 
pany, will head the new book|the five-day-a-week “Jivin’ with 
department. Jack Cooper” disc jockey show at 

l 


ee *S oe of 


Sea 6:30-6:45 p.m., CST. On May 2 
Introduces New Line it started a 6:30-7 p.m. “War 
The Frigidaire division of Gen-|Tobe Derby” quiz show during 
eral Motors Corporation, Dayton,| Which correct answers to que: 
has introduced to distributors a|tions will give contestants diffe: 
new line of electric home laundry|ent articles of clothing up to 
equipment including a fully auto-| complete wardrobe. 
matic clothes washer that uses a| A weekly half-hour show which 


new principle called “live-water”’ | ctarted at 7 p.m. Sunday, June | 
action; an ironer and automatic |. ; 


dryer. Distribution of the line to | ~ entirely ee ae " bys 
the public is expected to begin |@ town ha or Negroes, tea- 


about July 1. breten, both Negro and white civic 
* ; leaders and touching on many 
aspects of Negro life. There are 
;no commercial announcements, 
, |excepting mention of National's 


| name at start and finish. 

Jack Cooper, Negro radio enter- 
tainer since 1925 and on the ex- 
/ecutive committee of independent 
| Station WSBC here, is master of 
ceremonies for all three shows. 

Lieber Advertising here has 
y been named to handle the account 
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Puerto Rico Firm 
‘Names Baker & Hosking 


The Puerto Rico Agricultura] 
Company, San Juan, a corporate 
| agency of the Insular Government 
|of Puerto Rico, established two 


e double size Streamliner with two | years ago, has appointed Baker & 
orescent lamps! Sturdy metal unit Hosking, New York, to handle 
Sg By ee |advertising and promotion on the 


island’s products, first of which 
to reach the American market 
|probably will be a_ brand-name 
cigar, El Praco. Current market- 
|ing plans include a new candy 
pineapple and cocoanut. 

Thomas A. Fennell, formerly an 
agricultural expert in Washing- 
ton, is general manager of the 
Puerto Rican company, which has 
| established a self-service grocer) 
in San Juan and plans a chain of 
, : : them throughout the island. 
unusual display with a_ special, SC 


ented frame of neon tubing em- 
Hded in glowing, molded plastic. 


allelogram shaped. Brilliant neon 
ing spells your message. 


Buxton Plans Campaign 


Buxton, Inc., Springfield, Mass 
will schedule first postwar ad- 
| vertising for Buxton Key-Tainers 
to run from July through Decem- 
ber in quarter and_half-page 
black-and-white copy in Life and 
The Saturday Evening Post, plus a 
four-color Christmas page in Es- 
| quire. J. Walter Thompson Com 
pany, New York, is the agency 


Bigelow-Sanford to Y&R 


Bigelow-Sanford Carpet Cx 
|pany, New York, will move 
advertising from Newell-Emmett 
Company, New York, to Young & 
Rubicam, New York, Jan. 1, 1948 


“TIME' will sell your product. High quality, Names Doring & Schmit 
serviceable electric clock is combined with 


the fluorescent Streamliner producing an un- Doring & Schmitt, New York 
usually effective result. has been named to handle the 
vertising of Carwirth Corporati .n 
New York, sales engineer. 


EQUITABLE LIFE 
OF NEW YORK 


Look to the right — they're just a few 
examples of SELLING Displays designed by 
Ohio's display experts — built by Ohio's 
skilled craftsmen. We serve America’s 
leading Advertisers. Let us serve you. 


PLATE LUNCHE CHOPS | 
STEAKS MIXED DRINKS 
OTTLE BEERB OYSTERS | 


| uses 
ideas — sketches submitted without obli- 


iyo LETTE 


‘ SEA FOOD ff ICE CREAM] the RE 
i i —_— ona» one - x 1S ; z= f 
gation. Write _e P ; Specially designed Streamliner unit illuminates we wererrer vag 8 , 
large menu panel . . . assortment of printed wn 


menu cards furnished. Attractive baked 
enamel, wrinkle finish with chrome trim 
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At least this clever Angeleno is close to transportation. Housing 
is just one of many unsatisfied demands in fast-growing 

Los Angeles, whose free-spending citizens last year skyrocketed 
department store sales to more than $221] million—130% 


higher than in 1940. Los Angeles County is America’s Fastest 


Growing Major Market—and the Los Angeles Times is its 
Number One newspaper . . . delivered to more homes than 


any other West Coast daily. 


NOTE: Due to the newsprint shortage and our primary obligation to supply a com- 
plete summary of news to our readers—we continue to ration advertising space. 
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LOS ANGELES 


CIRCULATION — PUBLISHER’S STATEMENT FOR THREE MONTHS ENDING SEPTEMBER 30, 1946: DAILY, 395,950; SUNDAY, 740,746 
REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER ° NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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TO ADVERTISERS WHO SAY ? 
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- 


ur problem 


EXPERIENCE in a wide variety of fields is valuable to an advertising agency and its clients. 


But it isn’t nearly so valuable as the ability to approach a new problem objectively . . . 
to analyze it correctly, and to come up with an answer that makes advertising sell more 


goods more economically. 


The following clients of Young & Rubicam represent a varied pattern of American Busi- 
ness. Their advertising represents a diversity of problems, a gamut of original solutions. 


AUTOMOTIVE 


Goodyear Tire and Rubber Company, Inc.—Goodyear Passenger Car 
Tires and LifeGuard Safety Tubes 
The Packard Motor Car Company 


AVIATION 


CONTAINERS 


American Can Company—Packer’s Cans and General Line, Beer Cans 
trade-marked Keglined 


COSMETICS 


Consolidated Vultee Aircraft Corp.—Commercial and Military Aircraft 
Stinson Division—Personal Aircraft 


BAKERY PRODUCTS 


Northam Warren Corp.—Cutex, Odorono 
Bristol-Myers Company—Trushay 


DAIRY PRODUCTS 


Drake Bakeries, Inc.—Drakes Cakes 
Purity Bakeries—Grennan Cakes, Taystee Bread 


BEVERAGES 


The Borden Company—Combined Products, Milk and Cream, Ice Cream, 
Horton’s Ice Cream, D-Q Milk, Borden’s Family of Fine Cheeses 


DRUGS 


Bireley’s Division of General Foods—Bireley’s Bottled Beverages 

The Borden Company—Hemo, Instant Mix, Malted Milks 

Duffy-Mott Co., Inc.—Mott’s Apple Juice and Sunsweet Prune Juice 

Frankfort Distillers Corporation—Four Roses, Paul Jones, Old Oscar 
Pepper, Mattingly & Moore, Old Baker, Frankfort Gin 

General Foods Corporation—Sanka Coffee, Instant Sanka Coffee 

Thomas J. Lipton, Inc.—Lipton Tea 

Pepsi-Cola Company—Evervess Sparkling Water 

Petri Wine Company—Petri Wines 


CANDY 


Bristol-Myers Company—Sal Hepatica, Minit-Rub 
The Centaur Company—Fletcher’s Castoria, Mollé Brushless Shaving 
Cream, Kling Dental Plate Powder 


FOODS 


Life Savers Corporation—Candy Mints and Drops 


CLEANERS 


The Drackett Company—Windex, Drano, Garbex 
O-Cedar Corp’n—Polishes, Waxes, Mothproofers, Deodorizers, 
Insecticides, Cleaners, Dust & Polish Mops 


American Home Foods, Inc.—Clapp’s Baby Food Division 

The Borden Company—Evaporated Milk, Eagle Brand Condensed Milk, 
None Such Mince Meat, Fruity Filling, Starlac (powdered skim milk) 

Duffy-Mott, Inc.—Mott’s Apple Products 

General Foods Corporation—Grape-Nuts, Grape-Nuts Flakes, Calumet, 
Post’s Cereals (individual sizes), Jell-O, Jell-O Puddings, Minute Rice, 
Minute Dessert, Minute Gelatin, Minute Potatoes, Minute Tapioca 
Birds Eye Snider Division—Birds Eye Frosted Foods 
Franklin Baker Division—Baker’s,Coconut 
General Seafoods Division—40-Fathom Brand Fish & Seafoods, Jack 

& Jill Cat Food 


Igleheart Brothers, Inc., Division—Swans Down Cake Flour, Swa.s 
Down Self Rising Cake Flour, Swans Down Mixes 
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FOODS (continued) 


Hunt Foods, Inc.—Hunt’s Tomato Sauce, Preserves, Condiments 


John F. Jelke Company—Good Luck Margarine, Mayonnaise, Salad 
Dressing 


Thomas J. Lipton, Inc.—Lipton Soup Mixes 
National Sugar Refining Company—Jack Frost Sugars 
Rath Packing Company—Black Hawk Meats 


HOTELS 


Hotels Statler Company, Inc. 


HOUSE FURNISHINGS AND EQUIPMENT 


Bissell Carpet Sweeper Company—Bissell Carpet Sweepers 
Simmons Company—Beautyrest 
Singer Sewing Machine Company—Sewing Machines and accessories 


HOUSEHOLD APPLIANCES 


General Electric Company — Refrigerators, Ranges, Home Laundry 
Equipment, Dishwashers, Vacuum Cleaners, Irons, Clocks, Automatic 
Blankets and other Home Appliances 


Motor Wheel Corporation—Duo-Therm Fuel Oil Appliances 


LIFE INSURANCE 


Metropolitan Life Insurance Company 
The Travelers Insurance Company 


LAUNDRY PRODUCTS 


General Foods Corporation—La France, Satina 


MEDICAL SUPPLIES 


Johnson & Johnson—Baby Products Division, Johnson’s Baby Powder, 
Baby Oil, Baby Lotion, Surgical Dressing Division, Band Aid, Red 
Cross Surgical Dressings 

Personal Products Corporation—Modess 


METALS 


Permanente Metals Corporation—Kaiser Aluminum 


MUSICAL INSTRUMENTS 


Hammond Instrument Company—Hammond Organ, Solovox, Novachord 


_ OFFICE EQUIPMENT 


Dictaphone Corporation—Dictating and Recording Machines 
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OFFICE EQUIPMENT (continued) 


Royal Typewriter Company—Standard Typewriters, Portable 
Typewriters, Roytype Supplies 


PAPER 


Northern Paper Mills—Toilet Tissues, Paper Towels 


PETROLEUM PRODUCTS 


Guif Oil Corporation—Gulf Petroleum Products 


PHARMACEUTICALS 


Parke, Davis & Company—Pharmaceutical and Biological Products 


PHOTOGRAPHIC MATERIALS 


Ansco—Cameras, Film and Equipment 


PUBLISHERS 


Time Incorporated—Life, Time, Time-Life International 
Hearst Corporation—Good Housekeeping 


SILVER 


International Silver Company—International Sterling Silver, 1847 Rogers 
Bros., Wm. Rogers & Son 


SOAP 


Lever Brothers Company—Swan Soap 


TEXTILES, FASHION, APPAREL 


Cannon Mills, Inc.—Cannon Sheets, Hosiery 

Celanese Corporation of America—Yarns and Fabrics (Radio) 

Cluett, Peabody & Co., Inc.— Arrow Shirts, Collars, Underwear, Hand- 
kerchiefs, Neckwear—Sanforized, Sanforset (Standards of shrinkage) 

Deering, Milliken & Co., Inc.— Milliken Woolens 

Chester H. Roth Co., Inc.—Men’s Hosiery 


TRANSPORTATION 


The Pullman Company 


YOUNG & RUBICAM, Inc. 


ADVERTISING « NEW YORK CHICAGO SAN FRANCISCO DETROIT 


HOLLYWOOD MONTREAL TORONTO MEXICO CITY LONDON 
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Economy Drive Stalls as 
Budget Deadline Nears 

WASHINGTON — Each successive 
30% to 45% budget cut into old- 
line service agencies like Com- 
merce, Labor, Interior and Agri- 
culture has fanned flames of re- 
volt in Congressional ranks. 

It was inevitable, then, that a 
sharp slash in the Agriculture 
budget, involving thousands, of 
voters in most Congressional dis- 
tricts, should raise protests that 


By STANLEY E. COHEN, Washington Editor 


we have 
nothing for our own people.” 

While party discipline has en- 
abled House Appropriations Czar 
John Taber (R., N. Y.) to trim 
$2.5 billion from the Truman 
budget so far, with only 30 days 
left, the Senate has passed only 
one of these bills, and that is 
jammed in conference. 

The Senate has already restored 
over $1,000,000 to the Bureau of 
Labor Statistics, and upset some 


“millions for Europe, | 


of the other controversial House 
actions in the labor-federal secur- 
ity bill. Its appropriations com- 
mittee must decide whether to 
restore census, conservation and 
| other programs slashed in the 


| House. 
| m co * 


As to the FTC charge that they 
disparaged other encyclopedias in 
promoting the 25-volume Funk & 
Wagnell’s New Standard Encyclo- 
pedia, Unicorn Press, Brooklyn, 
retorts, “Our ads and literature 
are no different from those of our 


competitors.” 
* * * 


Budget wrangling resulted in a 
bad Memorial Day weekend for 
nearly 100,000 federal workers 
who received 30-day notices on 
the eve of the holiday. Many are 


definitely off the public payroll. 
Others, such as 3,100 Voice of 
America and State Department 
information employes, 1,200 Census 
workers and 400 employes of 
Commerce Department’s Office of 
Technical Services, will stay if 
Congress finally decides to pro- 
vide funds for operation beyond 


July 1. 
* * * 


Air Transport Association claims 
the Post Office Department has 
“recovered” 94% of its “total in- 
vestment” in airmail service. Since 
1918, the department has spent 
$515,000,000 to support airmail, 
and has sold $484,000,000 of air- 
mail stamps, ATA says. Total 
public aid to airlines amounts to 
$229,000,000, including $107,000,- 
000 for construction of airways 
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WASHINGTON EVENING STAR PHOTOGRAPH 


A Pretty Picture 
for any advertiser... 


By FRANCIS ROUTT 


On April 14, 1947, the STAR published this picture of the Jefferson Memorial and the famed 


Tidal Basin cherry blossoms. Requests from readers for this unique photograph were so 


numerous that the Evening Star published a small announcement inviting orders for the picture. 


A thousand 11" x 14" halftone reproductions were printed, to be mailed anywhere for |5c. 


WE DIDN'T KNOW OUR OWN STRENGTH! . 


. To date the STAR has sold more than 10,000 


copies, with mailings to every state in the Union and more than 10 foreign countries. 


SUCH SPECTACULAR PULLING POWER is indeed 


a pretty picture for the advertiser whose message, 


large or small, appears in the Washington Evening Star. 


DAN A. CARROLL, New York e THE JOHN E. LUTZ CO., Chicago 


Advertising Age, June 2, 1947 


and airports available to other 

commerce and military aircra(t, 

too, ATA adds. 
+ ok * 

Consumer credit control is ap- 
parently on its way out. As the 
House banking and currency com- 
mittee opened an investigation of 
restrictions on credit, Rep. Haro!d 
Hagen (R., Minn.) said the Fec- 
eral Reserve Board had decided 
not to continue control of instal- 
ment buying in peacetime with- 
out Congressional assent. From 
the committee’s approach, it was 
a safe assumption there would be 
no Congressional assent. 

* oe ok 

The House small business com- 
mittee wants to find out whethe: 
government is sponsoring the con- 
sumer cooperative movement as 
a “competitor” to private business. 
Rep. Walter C. Ploeser (R., Mo.), 
the committee chairman, said his 
group will look into federal loan 
and tax incentives for co-ops. 
Ploeser fears ‘fa dangerous phil- 
osophy” has taken hold, that “the 
ills of capitalism must be cured 


either by permanent government 
| subsidies or government operation 
| of business which competes with 
| private enterprise.” 

* * & 

| NAB has announced that its 
annual conventions will be held 
in the spring beginning next year, 
and the regional meetings in the 
fall. The reversal of schedule i; 
“to enable NAB officials to spend 
| more time in the capital during 
| the busy spring period.” With the 
war over, Congress is supposed t 
adjourn by mid-summer, and re- 
main adjourned until the follow- 
ing January. Presumably NAB 
officials feel it is safer for them 
| to plan their traveling during that 


adjournment period. 
| os * % 


The House ways and means 
| committee, searching out perma- 
nent reforms in the tax structure 
'has heard a series of industrie: 
| appeal for removal of excise taxes 
|The telegraph, telephone an 
transportation industries were 
among the first to call for remova 


can Trucking Association referre 
to the transportation tax as a tax 
|} on everything “we eat, wear 0 
| buy.” “It’s a general sales tax 
in just another form,” the truck- 
| ers’ spokesman said. 

:* 2 6 

| Commerce Department believes 
the economic expansion that fol- 
lowed reconversion has halted 
| While there were small upward 
{and downward movements 
| various segments of the economy 
|during April, “these movements 
largely cancelled each other out.’ 
| Consumers are spending more— 
| largely because of higher price 
but significantly “there is evidence 
|of a leveling off in capital ex- 
| penditures, by business, for 1 

| plant and equipment.” 


Omaha Adclub Elects 


Floyd F. Mellen, local disp'a 
manager of the Omaha Wor'c- 
Herald, has been elected presiden! 
of the Omaha Advertising C! 
Other officers elected include E 
Reynolds, Carpenter Paper Ci 
pany, vice-president; Jack And 
son, Allen & Reynolds Advertis 
Agency, vice-president; James 
Farris, Caples Company, secreta!) 
and Walter A. Youngstrom, Acmé 
Advertising Company, treasure 


Ot 
‘ 


Gets Steamship Account 


The Boston-Provinceto 
Steamship Line, Inc., forn 
Cape Cod Line of Massachu 
Steamship Lines, Inc., has na 
James Thomas Chirurg Com} 
Boston and New York, to ha 
its advertising. 


R&R Names Starr 


Dan Starr, formerly account ©* 
ecutive of Station KOMO, Sea‘ 
has been named assistant acccou! 
executive of Ruthrauff & Ry 
| Seattle office. 
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Outdoor Stresses 
Growth as ‘Most 
Modern Medium’ 


Boston—With the help of a 
giant, a midget, Mrs. America, 
artists’ models and a lot of para- 
phernalia, including a roll of 
paper reproducing all 380 Fisher 
Baking Company trucks—which | 
aroused the Hotel Statler man-| 
agement by being stretched from | 
the Georgian Room on the mez-| 
zanine down into the lobby—the | 
outdoor advertising conference | 
stole the departmental show at the | 
AFA convention here last week. 

All this was part of a presenta- 
tion by John E, Brennan, execu- | 
tive vice-president of Standard | 
Outdoor Advertising, Inc., on “The | 
Trend in Advertising Is Toward | 
Brevity.” 

Mr. Brennan used the example | 
of the Ladies’ Home _ Journal, | 
which in recent years has changed | 
from long wordy advertisements 
to simple poster technique and | 
the theme, ‘‘Never Underestimate | 
the Power of a Woman.” He | 
showed a lot of poster-style ad- | 
vertisements in magazines. Out- | 
door advertising, he said, reflects | 
the tempo of faster times. 


Urges Two Media 


Urging advertisers to use at} 
least two media, Mr. Brennan | 
pointed out that “there’s less com- | 
petition for consumer attention in | 
outdoor.” Even a large market, 
such as Boston, would have not 
more than 50 outdoor advertisers. 
Also, people “spend half their | 
time outdoors.” Winter gasoline | 
sales recently have been greater | 
than summer sales a decade ago— | 
but outdoor still costs less in| 
winter. | 

He cited a 1944 survey which | 
showed that 94.6% of all people | 
see and read outdoor advertising, | 


fa and a recent SOA study which | 
indicated average readership of | 


49% of all outdoor ads in sev-| 
eral test cities. Nearly 87% of | 
people, he said, “like outdoor ad- | 
vertising.” 

To dramatize mass market de- | 
mand, Mr. Brennan showed a box | 
of 68 cakes of Swan soap repre- | 
senting soap consumption by the | 
lower income group, as compared | 
with six cakes for the middle and | 
seven for the higher income 
groups. 


Cites Repetition, Flexibility 


Among advantages in this me-| 
dium, he pointed out, are “more | 
repetition,” flexibility in choice of 
markets, and proved sales ability. | 
H. J. Heinz Company, he said, has | 
expanded its outdoor expenditure | 


of Standish-Barnes Company, 
Providence outdoor advertising 
firm, described the progress of 
this medium in overcoming the 
prejudices of women against it. 
“Already,” he said, “we have 


rolled back the tide.” Introducing 


Mrs. James Carmark of Provi- 
dence, national safety chairman, 
General Federation of Women’s 
Clubs, he cited a national traffic 
safety campaign conducted by the 
outdoor 


medium and women’s | 
groups, led by the General Fed- | Corporation, 
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which the company has been as- 
sociated for over 40 years. No 
personnel changes are contem- 
plated. 


eration and the National Confer- | turer of Thor Automatic washers 
ence of Parent-Teacher Associa-|and Gladirons, has changed its 
tions. name to Thor Corporation, incor- 
Mrs. Carmark praised the work | porating the trademark with 
of the outdoor industry in this | ' 
and other programs, mentioning | 
specifically the work of John Don- | 
nelly & Sons, Boston. 
Edward C. Donnelly Jr., of the | 
Donnelly company, presided. 


Your advertising to a 
most profitable field through 


the most profitable medium 
will produce the best results 


Adopts New Name | 
Electric Household Utilities} 


Chicago manufac- | 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


LAMENTABLE LAPSE! CHECKER-UPPERS AT OXFORD 
GETTING THE FACTS ON WHY IT TOOK 32 HOURS 
4 MINUTES TO TURN A STICK OF WOOD INTO PAPER 


F dadrnony making quality 
printing paper at Oxford’s 
plant is a mighty smooth opera- 


tion. 


11 years from about $10,000 to | 


$1,250,000 — on results. Fisher 
Baking, from one _ horse 
wagon to 380 trucks, was cited as 
another sales success. 

Herbert L. Baldwin, vice-presi- 
lent of the Boston & Maine Rail- 
toad, condemned newspaper cam- 

igns against outdoor posters. 

1e worst way to try to sell your 
duct,” he emphasized, “ is to 


ck somebody else’s business.” 


The B&M, he added, is “just as 
{ on outdoor as on newspapers 

radio,” and plans to run an 
ioor campaign soon on the in- 
juction of $2,000,000 worth of 
Vv coaches. 


and | 


Each day, we produce better than 
1,000 miles of many varieties—a 
| rate we have maintained for a 
| good many years. 


Oxford can maintain this high 
rate of production because our 
facilities are complete. We control 
| every step in the production of 
paper from the wood to the 
sheet of finished paper ready for 


| 


the press. 


Mark Seelen, general art direc- | 


of Outdoor Advertising Incor- 
ited, showed “How to Wreck 
‘oster” by permitting introduc- 
1 of additional reasons, seals of 
roval and miscellany to de- 
t from simplicity and impact. 
emphasized the importance of 
“right silhouette,” and 


1. 
Myles Standish, vice-president 


Helping to maintain Oxford’s 
record of quality are its crafts- 


men, hundreds of 


said | 
t the package should be “idea- | 


INSTEAD OF THE USUAL 32 HOURS FLAT! 


had 20 or more years’ experience 
in the art of making paper here 


' at Oxford. 


' Furthermore, each day’s run is 
! given over 5,000 separate tests for 
quality — tests for such things as 
fold, surface bond, color and good 
printing properties. Besides mak- 
ing sure that every sheet of Oxford 


paper is right, our Research De- 
partment is constantly working to 
find ways of making paper better. 


So when you need paper that 
must be right for the job, call 
your merchant who handles 
Oxford papers. You will find 
Oxford merchants in key cities 
coast to coast. 


Included in Oxford’s line of quality printing and label papers 


are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICH 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
whom have in 48 Key Cities 


a he 
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Only 3 Agencies 
Decide to Bid 
for Army Account 


(Continued from Page 1) 
claims. 

Unlike commercial accounts, 
they admit, the government must 
have tear sheets of each insertion, 
plus evidence that the agency has 
checked rates, date of appearance 
and other details, all in acceptable 
form for processing by the fiscal 
officer. 

Once the claim has been sub- 
mitted in proper form, fiscal 
agents push through payment in | 
four to six weeks, but they admit | 
freely that the interval between | 
insertion and final payment can 
easily amount to 60 to 90 days 
while the agency is assembling 
and preparing its claim. 


$1,000,008 Backlog at Times 


Since the War Department 
campaign runs in as many as 
11,000 publications, Ayer has sub- | 
mitted more than 300,000 tear | 
sheets in an 18-month period, and | 
often has carried as much as $1,- | 
000,000 of claims. 

Following a major drive in daily | 
and weekly newspapers in June, | 
1946, the account was between 
$2,000,000 and $3,000,000 behind | 
while the agency collected affi- | 
davits and other material, fiscal 
officers said. 

The agencies were told that 
War Department does not expect | 
“any special favors” but that it 
must have the same terms allowed | 
other clients, including the 2% | 
cash discount where it is allowed | 
other clients. 


Separate Unit Required? 

One of the agencies calculated 
that an additional 45 to 60 per- 
sons might be needed to handle 
the account, because: 

1. Seemingly, the account calls 
for a separate billings department, 
since government billings practice 


varies widely from commercial 
billings; 
2. War Department’s agency 


will be expected to match or ex- 
ceed the publicity services pro- 
vided in New York by a special 
12-man Ayer publicity staff; 

3. An account executive and 
publicity man will be required for 
each of six Army areas to super- 
vise local promotion. (Each Army 
area has a special advertising fund 
of $60,000 to $100,000, spent 
largely at local, non-commission- 
able rates). 

4. Two men are needed in 
Washington plus an account super- 
visor in the agency’s home office. 

Some of the agencies were sur- 
prised to hear that the selection 


500,000 
STOCK PHOTOS 


il 


KAUFMANN & FABRY CO. 


; wanaen vee : 


_make its presentation. 


will be made by a board of Army} behemoths of the agency busi- 
officers following the June 2-3|ness, some of the agencies pro- 
session, when each agency is to|fessed to be shocked with ‘“un- 
have one and a half hours to| economic aspects of the media- 
| buying policy.” 

None of the participating offi- | 
cers will have had any previous 
contact with Ayer. While agencies | 
interpreted this as meaning that | buying various categories of media 
the selection would be unbiased,| across the board, while under- 
they also feared it meant that it| standable for political reasons, is 
would be uninformed. dreadfully wasteful for its failure 

Apart from the fiscal problems, | to single out the best market for 
which limited the account to the| Army recruiting and concentrate 


Markets Aren’t Studied 
They felt that the policy of 


i 
a 


Advertisirg Age, June 2, 1947 Advertist 
on it. . | conjunction with a daily or Sun- tribution 
At present, the War Department | day issue. tion of 
is using 10 formulas in selecting 3. Sunday newspapers of gen- Mechanix 
the media for its advertising: | eral circulation, including foreign chanics 
1. All daily newspapers of | language and Negro, independent Monthly. 
general circulation published in| of daily issues. 6. Puk 
the U. S., Hawaii and Alaska, in-| 4. Mass weekly magazines and cers and 
cluding foreign language andj popular picture magazines of gen- Army, eit 
Negro. eral distribution with a minimun posts, cal 
2. All weekly, semi-weekly,| of 1,500,000 .circulation includin; U.S. Th 
tri-weekly and four-times-weekly | Collier’s, Liberty, Life, Look, Th. (Army a 
newspapers of general circulation, | Saturday Evening Post. Army an 
including foreign language and | 5. Popular scientific and me- and Nav 
Negro, except those published in| chanical magazines of general dis- Navy Bu 
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SAL 
IN 


tribution with a minimum circula- 7. Publications covering gen-| organizations which have pros-| 10. Magazines of national cir-; 
tion of 500,000. These include| eral sports that have a high inter-| pects for enlistment in their mem- culation edited primarily for senior | Record Sales Are 
Mechanix Illustrated, Popular Me-| est to and coverage of men in the| bership and are working with the |high school students—the senior | ® 2 
chanics and Popular Science | service overseas and in the Army} Army Recruiting Service. These| scholastic unit of Scholastic Maga- | Coming, Premium 
Monthly. posts, camps and stations in the} include official organs of state or/| zines. | 

6. Publications that reach offi-| U. S. and territories, including | sectional units and such national! The War Department buys time Industry Is Told 
cers and enlisted men of the} Sporting News. publications as Air Force, Ameri-|on Mutual and ABC, and has re-! Boston—The premium industry 
Army, either overseas or in Army 


posts, camps and stations in the 
U. S. These include Army Times 
(Army and air forces editions), 
Army and Navy Journal, Army 
and Navy Register, Army and 
Navy Bulletin and Our Army. 


8. General agricultural maga- 
zines which confine their circula- | 
tion in large measure to specific | 
sections of the country or to the| 
state in which they are published, 


including about 37 publications. 


| can Legion Magazine, Eagle Maga- 


zine, Elks Magazine, Foreign 


ceived free time on CBS and NBC, 
which are unwilling to sell time to 


Service (VFW), Kiwanis Maga-| the government. It also buys spots 


zine, The Lion, Reserve Officer, | 
Rotarian and 20 official organs of | 
state units of the American Le-| 


9. Official organs of national | gion. | 


on all individual stations. Stations 
which do not benefit from the 
national paid radio advertising 
are offered additional spots. 


MWMeCahKS 


ACTION « 


MEN AT WORK! 


That, in seven short words, sums up many arguments for Capi- 


talism. It's one statement that admits of no ands, ifs, or buts; 


one statement that ignores oratory and translates the subject 


into human experience that al// persons can readily understand. 


It is time that Capital and Management used the basic facts 


about Capitalism to straighten out the confused thinking that is 


the result of the fog-laying and red herring-dragging tactics of 


those who desperately are trying to destroy Capitalism. It is time 


is rapidly moving toward heights 
never before attained, a special 
session of the Premium Advertis- 
ing Association of America, meet- 
|ing here May 27 in conjunction 
| with the Advertising Federation 
of America, was told. 
| Frank H. Waggoner, editor of 
'Premium Practice, told the group 
that the value of premiums used 
before the war had approached a 
billion dollars a year at retail, 
|and that all indications point to 
a level of $2 billion for the in- 
dustry in the next year or so. 
Frank C. Dierson, substituting 
| for Charles Wesley Dunn, his as- 
sociate, who is general counsel of 
| the association, reviewed premium 
| legislation of recent months, and 
| pointed out that while constant 
| Vigilance is required, Montana is 
now the only state completely 
barring premium offers. 


Fewer ‘Gimcracks’ Needed 


A. L. Zeitung, director of flat- 
| ware sales, International Silver 
| Company, told the group that 
| there is only one good reason for 
| the use of premiums, the creation 
|of additional sales, and warned 
that more useful premiums and 

fewer “gimcracks” must be of- 
fered if the whole premium busi- 
ness is not to suffer. 

“We must select premiums that 
| have a place in the home or have 
| utilitarian value, and we must 
| Stop giving away things that are 
|soon forgotten or have little 
value,” he said. He added that 
| while International Silver con- 
|siders the premium business as 
|a continuing and basic part of its 
| own business, it probably will be 
| 1949 before his company is able 

to supply completely the demands 
for flatware as premium merchan- 


dise. 

‘ ° J. L. Davidson, Colgate-Palm- 
to keep hammering away at the fact that Labor and Capital neues Commens, Sus ee 
was elected president of the as- 
should work together, for the good of both, to preserve the one sesalia at te sandal ane 


system that makes possible an ever-rising standard of living for all. 


We, at Chilton, feel that Capital and Management have a pub- 
lic relations duty to perform. A duty that demands the constant 


repetition of the fact that idle dollars mean idle men and women. 


A duty to explain clearly why supporting Capitalism—making it 


worthwhile for idle dollars to go to work—quickly benefits a// by 


creating more and more employment opportunities. 


GALTON 


—— SPANISH 
a — PORTUGUESE 
2. ” X nm mam - 
* e ‘ a tin » J bs e Ve ‘ 


CHILTON COMPANY, (INC) 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. 


100 East 42nd Street 


New York 17, N. Y. 


DISTRIBUTION AGE 


JOURNAL AND REVIEW OF OPTOMETRY + THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 
THE SPECTATOR PROPERTY INSURANCE REVIEW « 


held Tuesday afternoon. Vice- 

| président is E. C. Stevens Jr., In- 
ternational Silver Company, 
Meriden, Conn. Treasurer is W. P. 
Lillard, General Foods Sales Cor- 
poration, and secretary is Gordon 
C. Bowen, Premium Service Cor- 
poration, New York. 


RELIABLE 
TRANSLATION 
SERVICE 


Your Spanish and: Portu- 
guese must be correct, 
authentic and reliable to ) 
do the right job in Latin 
America. The services of 
our well-qualified and 
capable translation. de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


EL TALLER MECANICO MODERNO 
MECANICA 


431 MAIN STREET CINCINNATI 2, OHIO 
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Carson’s Operations 
Put Under 6 Divisions 


Carson, Pirie Scott & Co., Chi- 
cago, has divided its business into 
six divisions and has appointed 
the following as division heads: 
Monroe Fearing, a general mer- 
chandise manager, vice-president 
in charge of merchandising; Nor- 
man D. Weir, a general merchan- 
dise manager, vice-president in 
charge of the New York office; 
Frederick C. Williams, vice-presi- 
dent in charge of sales develop- 
ment; Robert L. Scott Jr., vice- 
president in charge of wholesale 
floor coverings; S. P. Carson, vice- 
president and secretary, in charge 
of personnel and store manage- 


ment; and Frederick J. Price, 
treasurer, head of finance and 
control. 


WNBC Names McFadden 


Thomas B. McFadden, former 
news and special events director 
of Station WNBC, New York, has 
been appointed assistant station 
manager at WNEC to replace Wil- 
liam Burker Miller, who is taking 
over the post of program editor 
of the NBC television department. 


NOW AVAILABLE TO U. S. EXPORT ADVERTISERS 


MAGAZINES IN 5 LANGUAGES, 
MORE THAN 500,000 EACH ISSUE 


Never before, an international magazine so successful, so fast! 

Little more than a year since plans were drawn, International 
True Story Group (including True Romance and Photoplay) is 
scheduled for 16 editions in 32 countries. 10 editions are already 
printing nearly 1,000,000 copies each issue (25,000,000 each year, 
counting 3 “weekly” editions) . 

8 magazines in 6 countries, selling more than 500,000 copies 
each issue (nearly 2,000,000 copies each month, counting weekly 
editions) already have enough paper to accept limited U, S. 
advertising. 

Of course the truth is that International True Story Group is 
not really new. It was the first large scale international publishing 
operation in history. Before the war, it sold 75,000,000 copies a 
year—a still untouched record. Most of its present and scheduled 
editions are continuations of, or developments from, these pre- 
war operations. 

Today, International True Story Group is the only Interna- 
tional magazine offering advertisers such historical proof of 
editorial soundness—and both these current advantages: 


1. LOCAL PUBLISHING POWER 

(a) LT.S.G, is written in the language of the country. 

(b) LT.S.G. material is edited to refer to the people of 
the country. 

(c) LT.S.G. is backed by a prominent local publisher 
in each country. 

(d) LT.S.G. is identified as a local product, by the 
reader. 


THE FIRST Vass VYAarket INTERNATIONAL MAGAZINE 


2. U. S. PUBLISHING POLICY 
(a) LT.S.G. has one rate for all advertisers—local and 
U. S.—the published rate. 
(b) LT.S.G. circulations are audited by independent 
auditors. 
(ce) LT.S.G. circulations are guaranteed. 


Now, rejoining a field become top heavy with “class market” 
magazines, International True Story Group offers the first “mass 
market” magazine in export history, And isn’t this the right time, 
with the Buenos Aires survey showing 90% of all radios and 
electric irons bought by families of less than $1,000 income? 

That was much the U. S, pattern to which U, S. True Story 
offered the first specialized magazine medium—a quarter century 
ago. Now, advertisers out for brand domination abroad to match 
brand domination at home are invited to match home advertising 
strategy with dominating schedules in International True Story 
Group. 

However, paper supplies are not yet unlimited, First come, first 
served: no restrictions on schedules. For information on rates, 
guarantees and closing dates, address Macfadden Publications 
International Corp., 205 East 42nd St., New York 17, N. Y., U.S. A. 


To U. 8. Advertisers Who Hope 
To Sell Overseas “Some Day” — 
Here is a medium that vou know and have 
used and proved at home. It costs so little 
that you can afford to start that long-range, 
good-will-building program now. 
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M.O. Houses Cut 


Auto Tire Prices 


(Picture on Page 1) 

Cuicaco — The three largess? 
mail order sellers of automobile 
tires have cut their prices to about 
20% below those charged by the 
“Big Four” tire manufacturers. 

Sears, Roebuck & Co., Mont- 
gomery Ward & Co. and Spiegel, 
Inc., announced a new price of 
$12.95 for 6.00x16 passenger car 
tires. The mail order houses had 
been selling this size auto tire 
for from $14.65 to $14.80. This 
compares with a price of $16.10 
by Firestone Tire & Rubber 
Company, B. F. Goodrich Com- 
pany, Goodyear Tire & Rubber 
Company and U. S. Rubber Com- 
pany. 

While the Big Four last week 
did not indicate they would at 
once meet the mail order price 
cuts, Dayton Rubber Company an- 
nounced reductions of passenger 
tires averaging 12% “to meet 
competition.” 

In New York, Macy’s, Gimbel’s 


and Abraham & Straus announced 
| price decreases on auto tires and 
/tubes bringing prices 15% below 
| the mail order houses. The stores 
said the cuts will probably hold 
only until present stocks are 
| cleared. 

The cuts by the mail order 
houses come just as dealers report 
'that the over-all supply of tires 
will catch up with demand within 
a few weeks. Many dealers have 
been price-cutting recently. 

Truck tire and inner tube prices 
|were not included in the new 
| price reduction. . About one-fifth 
of tire production is for trucks. 


|SEARS’ PRICES CUT 


| P P 
| CHtcaco—Price reductions aver- 


|aging 10% have been made in 
merchandise promoted in the mid- 
| summer catalog of Sears, Roebuck 


| Cuts include: Home furnish- 
ings, 9%; women’s clothing, 13%; 


men’s clothing, 9%; children’s 
| clothing, 12%; auto accessories, 
'including tires, 7%; hardware, 


8%; drugs and cosmetics, 18%: 
| sporting goods, 9%. 


| s iaienelivan ie 
| 7 
Luckies Use Every U.S. 
Daily in New Drive 
| American Tobacco Company, 
| New York, has scheduled a new 
|campaign for Lucky Strike cig- 
|arets, with insertions starting the 
| week of June 16 and including 
|every English-language daily 
| newspaper in the country, accord- 
| ing to an announcement made by 


| the Bureau of Advertising, ANPA. 


The campaign, prepared by 


| Foote, Cone & Belding, consists of 


|1,400-, 1,000- and 660-line ads, 20 
in all, which will appear twice 2 
week for 10 consecutive week: 
| and will feature the theme “Luck; 

| Strike Means Fine Tobacco.” Tot 

| expenditure, the bureau estimate 
| will exceed $3,000,000. 


‘Beeman Joins Y&R 


| Otis Beeman, formerly wit 
| Wallace - Ferry -Hanly Compan 
and McCann-Erickson, has joined 
the Chicago office of Young 

Rubicam as an account executiv: 


ACINE 324,22 
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65% home owners 


~The JOURNAL-TIMES 


RACINE, WISCONSIN 
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REFRESHMENT—This Slottie figure is 
designed of parts of various figures 
offered by Container Corporation of 
America as especially suited for pre- 
mium use. The figures require no ad- 
hesives, fit together by use of slots. 


Slotties Boom, 
Seen as Spur for 
Premium Buyers 


Cuicaco — Slotties — Container 
Corporation of America’s paper- 
board toys assembled by use of 
slots instead of adhesives—are be- 
ing aimed almost entirely at the 
premium and container-user mar- 
kets after an unprecedented suc- 


cess as toys. 


Almost seven years ago, Peter 
Sachs of Container Corporation 
came up with Slotties as sales 
boosters for Container customers. 
Slotties would also, he believed, 
boost good will for the company. 

To prove public acceptance, 
Container Corporation launched 
Slotties as toys through retail 
stores. One of the first Slottie 
productions, “The Elegant Ele- 


phant,” a book for children con- | 


taining material for two Slottie 
elephants, sold an _ astonishing | 
150,000 copies. Another book con- 
taining a Slottie, “The Gentle 


Giraffe,’ was selected by the) 


American Institute of Graphic 


Arts as one of the 50 best books | 


f 1945 and also received an 
award from the Society of Typo- 


graphic Arts. 


‘Bud Bowman’ Scores 


In the premium market, Slotties 
enjoyed a huge success with Bow- 
man Dairy Company, Chicago, 
when 50,000 Slotties brought 
troops of children to each milk 
deliverer who was giving away 


“Bud Bowman,” Slottie dwarfs. 


Today, Container Corporation is 
busily making Slottie engines like 
New York Central streamliners, 
horses (White Horse Scotch) and 
numerous other items at a volume 
about 10 times greater than last 
year. Among relatively new de- 
velopments are miniature Slottie 
cities which can be built from 


breakfast food containers. 


Although Slotties were tremen- 
lously successful in the retail toy 
ield, the company is interested 
rimarily in the premium market 
ind will make every effort to slide 


‘racefully out of the toy field. 


To test the appeal of cartons 
ontaining Slotties, Container Cor- 
oration has developed a con- 
umer laboratory where displays, 
hich duplicate those used in 
rug or grocery stores, are viewed 


y Container Corporation custom- | 


‘s. Containers are grouped with 
ompetitive items, just as they 


ould be on store shelves. 


The displays are shown on a 
me test basis, and various parts 
the displays can be shown out 
focus or in dimmer light to em- 
hasize importance of package 
peal. Container Corporation 
ans to individualize packages as 
uch as possible, and is using the 
boratory to guide its develop- 


ents in this line. 


oins Erwin, Wasey 


F. E. Thomas, formerly editor 
Drug Merchandising, published 
Maclean-Hunter, Toronto, has 
ined the Toronto office of Er- 


in, Wasey of Canada. 


Toy Manufacturers of the U.S.A. | continuing 


and to act as a clearing center for | Topics. Bleed color pages already 
research now being conducted by | have ’ 
American manufacturers and edu- 
cators to improve the play value! Jj MW. Hickerson, New York, in 
and quality of toys. Ruth Millard,| charge of the Acme Shear ac- 
in charge of the 
and educa- | eee 
tional activities since 1932, will | . . , 7 Bowling m i 
be director of the institute, with | Appoints McGillawee ie Ys Bagecaty Soe oy ate 
Dr. Grace Langdon as child de-| Joy A. McGillawee, formerly 
and Lillian| with Stewart-Lovick Ltd., To- 
Rifkin, adviser on toy testing. |ronto, has been appointed space 


association’s 


Plugs Auto Signal en: £50. 
The Royson division of E. W.| 

Carpenter Mfg. Company, Bridge-,| NBC Names Nelson 

port, Conn., recently acquired by | Dolph Nelson, former free-lance 

Company, Bridge-| radio actor and director, has been 

port, will promote the Connecticut |named a production director of 


Acme Shear 


To Conduct Toy Research | jobbers and manufacturers ot 


buses, trucks and trailers in a 
campaign in Bus 


been scheduled for Bus 


| Transportation and Jobber Topics. Over 37,000 circulation, in- 


city association officials. The only 
magazine with 100% coverage of 
5336 certified Bowling establishments. 


| count, will conduct the campaign. 


four years, produces $291 ,000,- 
00 annually—three times as much 
as pro baseball. 


_ Write for our latest rate card today. 


| buyer of the Toronto office of 
| Vickers & Benson Ltd. 


THE BOWLER’S MAGAZINE 


automotive | the NBC central division. 


cluding 25,000 league and 2515 N 


Official Publication « 
AMERICAN BOWLING CONGRE 


V7 Whi fF 2200 NORTH THIRD ions 


MILWAUKEE 12, WISCONSIN 


has organized the American Toy | Transportation, Commercial Car IN TH z ° 
Institute as a research division | Journal, Fleet Owner and Jobber ee | vey ime! / 
PN ed 


To sell anything MEN buy... 


In 1902 Henry H. Windsor, *6r., founded Popular Mechanics and originated 

its editorial formula. There never had Meen a magazine like Popular Mechanics. 

For 15 years after its founding there ere no imitations of Popular Mechanics. 
Since 1917, however, several publications lfgve copied the format. Someone 
has said that imitation is the sincerest form ‘of flattery. 

We believe in the American method of freg enterprise, under which anyone has 
the right to copy a business idea. This competifive system has resulted in the 
world’s greatest business development and its highest standard of living. 

This advertisement is merely to emphasize thé, Popular Mechanics was the first 
and original magazine in its field . . . that Mr. Winder 
created a new idea in publishing. Even more importarm, 


aes 
Popular Mechanics is the leader in quality and “. is De _ 
quantity of editorial content, in volume and type of “e Opn, ae 


circulation and in amount and productivity of advertising.*, s 
Yes, Mr. Windsor had a new idea . . . one which * Be” 


continues to be a powerful medium for advertising. 
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Sarazan Company 
Starts Activities 


WASHINGTON—Bert M. Sarazan, 
Inc., officially has begun activities 
here as a public relations, adver- 
tising and publicity firm special- 
izing in institutional campaigns | 
adaptable to retail stores through- 
out the country. 

Besides Mr. Sarazan, former 
public relations director of the 
Hecht Company, the firm includes 
economist Robert R. Nathan as 
vice-president, and Dr. Elmer 


Louis Kayser, dean of George 
Washington University, as edi- 
torial adviser for _ institutional 
publicity. 


In its prospectus, the company 
says it hopes to become “one of 
the few firms handling national 
advertising and promotion with 
headquarters in Washington.” 

The staff consists of more than 
20 technical advertising experts, 
the majority of whom have served | 
from 10 to 20 years with Mr. | 
Sarazan. 

Among its first projects is a/| 
series of 31 full-page institutional 
ads running on consecutive Mon- 
days in the Washington Post for 
Charles Schwartz & Sons, Wash- 
ington jeweler. 

A second series involves a “Sa- 
lute to state societies’ to run for 
48 weeks on the back page of the 
Post. A display window, patterned | 
after each ad, features the presi- 
dent of the state society, the state 
flag and seal. Cards announcing 
the date for each state are mailed 
in advance to state residents in 
the district. 


Kaiser-Frazer Ups Nash 
Norris Nash, manager of special 
events in the public relations de- 
partment of Kaiser-Frazer Cor- 
poration, Willow Run, Mich., has 
been promoted to manager of sales 
promotion, succeeding M. T. Gor- 
ton, who resigned to become man- 
ager of the Detroit office of 
Swaney, Drake & Bement, adver- 
tising consultant to Kaiser-Frazer. 


Campbell Handles Breeze 

Lever Brothers Company, Cam- 
bridge, Mass., has appointed R. 
Craig Campbell as field supervisor 


in charge of Breeze sales. Mr. 
Campbell joined Lever in 1936 
and since his return from the 


Army in 1945, has been with the 
supervisory staff of the Boston 
division. 


Western North CaroLina 
A State Within A State” 


TEST 7 his 
Tested “Test City’- - 


ASHEVILLE 


Cosmopolitan population + \ recog 
nized Quality market e Per capita 
retail sales (1946) t $1,097—above all 
comparable North Carolina cities @ Cen 
ter of rich 20-county trade area @ Ne 
dull season -every month a busy month 


$175,275,000 | 


ANNUAL RETAIL SALES 
IN 20-COUNTY MARKET 


44 ent stimat for 1946) 


sins support tre 
\r ! ery 
r Market Data, Address 
ROY PHILIPS 
fdvertising Director 


err ntatives 


KATZ AGENCY 


“ASHEVILLE 
CITIZEN + TIMES 
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Lang Joins Barbizon 


Lillian Lang, formerly fashion 
editor of Deb, and before that in 
the same capacity with Ideal 
Women’s Group, has joined Barbi- 
zon Corporation, New York, as di- 
rector of fashion promotion, a 
newly created position. 


Elects Cordell V.P. 


Warren Cordell, head of the in- 
dex research department, has 
been elected a vice-president of 
A. C. Nielsen Company, Chicago. 


Botany Stresses 
Stable Prices 


NEw YorK — Botany Mills has 
scheduled 25 newspapers for 
1,500-line advertisements empha- 
sizing that Botany ties, which 
were priced at $1 and $1.50 in 
1932 when they were first intro- 
duced, are sold at these identical 
prices today. The ad, the first of 
a contemplated series, was de- 
scribed by Botany as a militant 


answer to the tide of 
and uninformed” 
present price 


“reckless 
criticism of all 
levels. Alfred J. 


Silberstein - Bert Goldsmith, Inc., 
New York, is the agency. 
Charles F. H. Johnson Jr., vice- 


president and general manager of 
the company, declared that the 
advertisement is a “realistic effort 
to stem the tide of false values 
and false bargains under the lure 
of an automatic 10% price cut 
across the merchandise boards,” 
adding: ‘Botany sales are run- 


Advertising Age, June 2, 194’ 
ning ahead of 1946, and we ar 
confident the present volume wil 
be maintained during the remain 
der of the year, and just so lon 
as we give the public good qualit) 
products at honest prices.” 


Appoints Pennoyer 

Sara Pennoyer, formerly 
president of Bonwit Teller, New 
York, has been appointed assist 
ant to the president of Donnell) 
Garment Company, Kansas City 
Mo. 


vice- 


te yop mm 


F Batten, Barton, 
Durstine & Osborn, Inc. 
_ J. Walter Thompson Co. 
Fuller & Smith & Ross Inc. 
The Buchen Company 
E. |. du Pontde 
Nemours & Compan 
The Timken Roller . 
- Bearing Company 
The Hydraulic Press 
Manufacturing Co. 
James A. Stewart Co. be 
Ingersoll Steel Division, 
Borg-Warner Corp. 
» Eastman Kodak Company 
The Dow Chemical Co., 
Magnesium Division 
G. M. Basford Company 
Meldrum and Fewsmith 
Advertising 
Geare-Marston Inc. 
Behel and Waldie and 
Briggs Inc. 
Witte & Burden 
Republic Steel Corporation 
E. C. Atkins and Co. 
Dana Jones Company 
The McCarty Company 
Fred Wittner Advertising 
Lukens Steel Company 
Geo, H. Gibson Company 
McClure and Wilder Inc. 
Jock & Heintz Precision 
Industries, Inc. 
Ross Llewellyn, Inc. 
Detroit Stamping Company 
Dreis & Krump 
Manufacturing Co. 
Horton-Noyes Company F 
Wearstler Advertising, Inc. 
The Commercial Shearing 
& Stamping Co. 


The Roland G. E. Ullman ‘ 


Organization 
John Mather Lupton Co. 
New England Carbide 
Tool Co. 
Howard-Wesson Co. 
Gulf Oil Corporation 
The S. C. Boer Company 
| The Keelor & Stites Co. 
; Westinghouse Electric 
Corporation 
The Cleveland Crane 
& Engineering Co. 
Meermans, Inc. 
Cory Snow Inc. 
Karl G. Behr 
Advertising Agency 
H. Grider Advertising 
Follansbee Steel Corp. 
A. Schrader’s Son 
Sun Oil Company 
George T. Metcalf Co. 
Holden, Clifford, Flint, Inc. 
1 Pennsylvania Salt 
Manufacturing Co. 
The Dumore Company 
St. Georges & Keys, Inc. 
Ad-Service Incorporated 
The Franklin Foder Co. 
Barnes Chase Compony 
Newell-Emmett Company 
Foster & Davies, Inc. 


Spencer W. Curtiss Co. dog 


The Pennzoil Company 

Sinclair Refining Co. 

Richord Thorndike 
Precision Adv. 

Horold Warner Co. 

Hicks & Greist, Inc. 

John B. Van Domelen 
Agency 

The Products Research Co. 

Tide Water Associated 
Oil Company 

Inland Stee! Company 

Standard Stee! 
Works Division 

Willis $. Martin Company 

Peck Brothers 

Byer & Bowman 
Advertising Agency 

Horris D. McKinney 
Advertising 

Russell, Burdsall & 
Ward Bolt and Nut Co. 

Cincinnati Milling and 
Grinding Machines, Inc. 


te a rea 


PROGRESSIVE COMPANIES AND AGENCIES USE 


mMARKET RESEARCH 


(INCLUDES ONLY PARTIAL LIST) 
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REPORTS FROM THE IRON AGE 


GREATER POWER shrough 


GREATER SERVICE to the METALWORKING INDUSTRY 


The world of today and tomorrow demands dynamic leadership 


in the increasingly important field of industrial publishing. To 
meet the challenge, The Iron Age is opening a new frontier with 


its program of greater power through greater service—a pro- 
gram of leadership in six vital and coordinated functions: 


@) 100 East 42nd Street, New York 17,N.Y. @ 


The Cyril Bath Company 
The Sheffield Corp. 
Eaton Manufacturing Co. 
Wyman-Gordon Company 
Transue & Williams 

Steel Forging Corporation 
The New Jersey Zinc Company 


News Reporting 


Coverage of Technical Developments 


Reader Service 


Dynamic Paid Circulation 


Struthers Wells Corp. 

Armstrong Cork Compony 

The Gas Machinery Company 
MacManus, John & Adams, Inc. 
The Ajox Monufacturing Co. 
Merrill Symonds Advertising 

The Caldwell-Baker Company, Inc. 


H Market Research 


Advertising Impact 


AGE 


The International Nickel Co. Inc. 
Arthur G. McKee & Co. 

General Cable Corporation 

The Jay H. Maish Company 
Granite City Steel Company 

The Cold Metal Products Company 
Dudgeon, Taylor & Bruske, Inc. 


Advertis 


Ahrens 
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York age 
ray M. F 
chief to % 
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Ahrend Promotes Rubin Names Baker & Hoskin Christian, Methodist, Presbyterian! of utilizing radio in tne educa- 
a : , g Churchmen Plan USA and United Church of Can- tional work of the church; (4) 
D. H. Ahrend Company, New Pismo Brands, Long Beach, Cal., aii isCihnes ‘weled : athe Can: eae 
York agency, has promoted Mur-| has moved its advertising account a nee Sees ws eee 


ray M. Rubin from assistant copy 
chief to account executive. Nathan 
Pearlman has joined the agency’s 
creative staff as art director. 


from Glasser-Gailey, Los An- 
geles, to Baker & Hosking, New 
York. The company’s products 


Radio Workshop 
at U. of Chicago 


The month-long workshop will 
be the second meeting of the 
group—its first was in 1946—and 


industry and listening public; (5) 
training religious broadcasters in 
the community and in seminaries; 


include minced clams and other New YorK—The ether around will be supervised by the com- | (6) FM stations and program- 
canned and quick-frozen seafood. the University of Chicago campus mittee and the Federated Theo- ming. 
Heller Joins Hastings te aan will have a more sanctified logical Faculty of the university. 
Jay Heller, formerly sales pro- Agency Resigns Account from Aug. 4-28, due to the ses- The workshop participants will 


motion manager of the Elks Davis, Fisher, Kayne, Advertis- sions of a group of religious study: (1) goals and policies of Issues Booklet on Firm 
Magazine, has joined Hastings, ing, Chicago, has resigned the ac- broadcasters under the guidance religious broadcasting; (2) writ- Marine Magnesium Products 


San Francisco and Oakland, Cal., 
in the same capacity. 


count of Universal Recording Cor- 


of the Joint Religious Radio Com- 


ing and producing religious pro- 


A HOLE WORTH MILLIONS 


“ ES SIR, I AM A HOLE not much bigger than the hyphen on your type- 
, pe Here you see me magnified to giant size. There are millions of us. 
Our job is to reveal information, heretofore unknown, about your business, 
your customers, your prospects. We know where you can get business and 
where you can’t. You see, we are holes in punch cards which reveal so much 
on The Iron Age research tabulating machines. 


Harrisburg Stee! Corp. 
The American Brass Co. 
Norton Company 
Shakeproof, Inc. 

Revere Copper ond Brass 


Corporation, San 


Francisco, has 


poration, Chicago, effective June 1. mittee of the Congregational grams and series; (3) methods Prepared a booklet, entitled “Mag- 
nesium Salts from the Sea,” which 
gives the history of the company. 
The booklet was produced by 
Gerth-Pacific Advertising Agency, 
San Francisco. 
Fy a Starts Carton Output 


American Can Company has put 
into operation the first of seven 
production lines in its Maywood, 
Ill., plant for the manufacture of 
flat topped fiber milk containers. 


Incorporated Three other such production lines 
The Farval Corporation are expected to be in operation 
The Johnston & Jennings Co, within the next two months and 
Edward W. Robotham & Co. in 1948 three more lines will be 
The American completed. 

Rolling Mill Co. 

Firestone Steel 

Products Company 

Whiting Corporation 


The Clark Controller Co 
J. H. Sessions & Son 
American Wheelabrator 
& Equipment Corp. 
Dudgeon, Taylor 
& Bruske, Inc. 
American Institute of 
Bolt, Nut & Rivet 
Manufacturers | 
Wells Manufacturing Corp. 
Rollway Bearing Co., Inc. 
King Fifth Wheel Co. 
Superior Tube Company 
The Minster Machine Co. 
The Greist 
Manvfacturing Company 
Ace Manufacturing Corp. 
Heppenstall Company 
A. W. Lewin Co. 
National Cylinder Gas Co. 
Millers Falls Company 
Stow Manufacturing Co. 
Ladish Compony 
Simonds Worden White Co. 
Thomas Machine 
Manufacturing Co. 
Cumberland Steel Co. 
Elastic Stop Nut 
Corporation of America 
Erie Foundry Company 
The McKay Company 
North & Judd 
Manufacturing Co. 
Covert Manufacturing Co. 
The American Welding 
& Manvfacturing Co. 
_ Jos, Dyson & Sons, Inc. 
1 The Kaydon 
{ Engineering Corp. 
The Steel improvement 


eee 


ADVERTISERS REACHED 
INDUSTRY'S DECISION 
_ MAKERS THROUGH 

_ THE WALL STREET | 


ee oe 1947. ; 


L "LL want to see it! The 
current copy of our Com- 
posite Edition is a stimulating 
file of the thinking and plan- 
ning of 216 advertisers to busi- 
ness and industry. 


These advertisers know that et- 
fective selling begins with The 
Wall Street Journal. It gives 
them concentrated circulation 
where intensive coverage counts 
the most—at less than half the 
pre-war cost per thousand, 


& Forge Co. 
“aw ‘ ‘ ; ‘ ; Worcester Pressed Stee! Co. The Wall Street Journal's read- 
Every day from a punching machine we sprinkle little confetti. We tell ievaur Goinpane The: Set Seat Dente wad 


what we know, then into the wastebasket. Each one of us represents a fact 


The E. D. Clapp Mfg. Co. 
ideal Industries, Inc. 


They are Owners and Managers 


; d sip : in every type of business, as 
about the metalworking industry. I am the one hundred million dollar capital- The Thomas Laughlin Co. well as those men in thousands 
, ’ : ‘ Cadillac Gage Company of companies responsible for 
ization of a company. On my left, is Mr. Hole who boasts representation of 


fifty thousand workers, while Mr. Hole on my right is equally proud of the 


other major function 
purchased keg of nails he represents. And we holes are mighty proud too that jut mt 
ay ; ; rr ees : They read The Wall Stree | 
The Iron Age in 1936 had the vision to pioneer our use in the publishing field. American Hot Dip 1g Al PR gape Mo 
Gabied A oe Journal thoroughly. averaging i 
PP ‘ ; Sapte Heer, FRE. 75.6% readership per page. 
We only wish Mr. Johnson, the market research director, would throw eee That's why with more thao 
P je g's ui ° 100.000) circulation “ar 
into the wastebasket, where we could read them, some of the grand letters Colgate Manufacturing weighed Pn Sete. ae — 
4 S F Corporation RS ge . a wy ie ordi rage 
from those for whom we’ve done market studies. A discarded blotter in our T rate is just as high as it was five 


wastebasket remembered only a few lines from several letters he saw. One 


Laminated Shim Co. , Inc. 


Central Iron and Steel Co. 
Youngstown Sheet 


Horace T. Potts Co. 
John Hassall, Inc. 


Sales. Purchasing. Engineering. 
Research. Accounting. and each 


years ago, 


The H. & P. Die 
said, ‘I wish to congratulate you on this excellent analysis... it will be ex- aa eae ee 0 thera Rge a om | 
F s rose mica °. ot 0 ig 4 ad ow. 
tremely valuable to us!’ Another said, ‘A fine job... a lot of heretofore un- The J. W. Kelley Co. Simply write Advertising Dept. 
, ion!’ Caine Steel Company 
known information! Ajax Steel and Forge Co. e 
: ; Queensboro Structural 
“The next time an Iron Age man calls on you why don’t you ask him about Steel Co. 
” Eastern Tool and Wall Street Journal 
us holes. Maybe we can do some work for you. esi Ca, tne. Guedes ¥O0? Guta 
Unceaiteiinone Prize for distinguished | 
Sales Compeny editorial writing! 
Alox Corporation 
Steel Founders’ 
Society of America j 
: " shechhsine tutus teneh Chee The Ready-Power Co. # i ae 
Carnegie-iilinois Steel Corp. Allis-Chalmers Manufacturing Co. Allegheny Ludlum Stee! Corp. Airerett Serew . 
Mesta Machine Company Wm. B. Remington Inc. The Denison Engineering Co. Products Co., Inc. WALL STREE d 
The Osborn Manufacturing Company The Robbins Company 


Republic Structural Iron Works 
Lovejoy Flexible Coupling Co. 
American Steel and Wire Company 
Boker, Jones, Hausaver, Inc. 
industrial Metal Protectives, Inc. 


Brown-Wales Company ue 
G. W. Smith & Sons 
Hoylond Stee! Company 
Pressed Metal Institute 


The American Pulley Co. 


Western Advertising Agency, Inc. 
Automatic Transportation Company 
Applegate Advertising Agency 

The Cerborundum Company 


James Thomas Chirurg Company 
American Oil & Supply Co. 
Wheeling Steel Corporation 
Lamport, Fox, Prell & Dolk inc. 
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On April 21st a man named Hall 


n April 21st, Joseph B. Hall made big advertising news 
for the second time in a year. 


First time was early last year, shortly after he became 
president of The Kroger Company, with its 2600 grocery 
stores in 18 states. 


For years Kroger’s had placed more promotional em- 
phasis on its private brands than on national brands. But 
shortly after Hall took over, he made a dramatic announce- 
ment. 


From now on, he said, increasing emphasis would be 
placed on national brands. In Hall’s own words: 


* . ” 

‘‘We operate a merchandising democracy 
“Today the trend in our business is toward self-service. 
We operate a merchandising democracy. We don’t sell the 
customer goods. She buys goods. 


“Under such a system, the quality and reputation of 


national brands is a highly important factor. We want cus- 
tomers to think of Kroger’s as headquarters for national 
brands as well as our own. 


“Try to sell Mrs. Smith something she doesn’t want and 


you do not have merchandise— you have inventory.” 


But Hall was still faced with the problem of how to drama- 
tize the change in policy to Kroger’s millions of value- 
hungry customers. 


His solution five weeks ago opened wide many an adver- 
tiser’s eyes. 

It was a company-wide promotion centered around the 
excitement of a single magazine—LIFE. A great ADVER- 
TISED IN LIFE promotion. 


Why “ADVERTISED IN LIFE’? 


Because that phrase means news of famous products to 
millions of people. Because LIFE advertising results in 
sales. And because ““ADVERTISED IN LIFE” adds sales 
excitement at the retail counter to the quality reputation 
of national brands and to the value reputation of the retail 
store. 


it happened in 2600 Kroger stores 
And so at 8 A.M. on April 21st the doors of every single one 


of Kroger’s 2600 stores swung open on an almost unbeliev- 
able Kroger promotion. 
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opened wide a lot of advertising eyes! 


Giant banners, mammoth displays, windows, streamers, 
shelf markers, and supporting ads in over 1100 newspapers 
all featured the message “ADVERTISED IN LIFE”’ for over 
100 of the LIFE-advertised products that Kroger’s carried. 
For two weeks, Kroger’s was promoted as the place to buy 
national] brands. 


Says president Hall: “Not only did the promotion pro- 
duce the largest two-week sales period in our history, 
but, even more important, the foundation was suc- 
cessfully established for continued excellent sales 
movement of these leading national brands.” 


ADVERTISED IN LIFE promotions had, of course, been 
used by thousands of stores of all types in the past, with 
outstanding success. But never by a single retailer on such 
a scale as this. 

To wise advertisers this is one more signpost indicating 
the influence of LIFE and its advertising pages. 


Why LIFE sells 


[ts circulation is by far the greatest of any weekly magazine 
in history... 


It is by far the leading magazine in both food and total 
advertising dollar volume .. . 


It reaches one fifth of all the people in America over 10 
years of age... 

Its total audience of 22! million readers is almost twice 
that of the next biggest weekly. 

That is why LIFE is such a powerful editorial and adver- 
tising force. 

And that is why more and more manufacturers are con- 
centrating their advertising in LIFE. 


22%2 MILLION READERS EACH WEEK 
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Census Reveals 
Retailer Stocks 
Rose 44% in ‘46 


W ASHINGTON—Sales by all types 
of retailers last year rose 27.1% 
while their inventories rose 44.4%, 
the Census Bureau reports in its 
annual retail trade report. 

The report is based on a sample 
census of stores which did a total 
of $7,462,782,000 in business in 
1946. 

The report shows that all kinds 
of business had increases over 
1945 in both sales and inventories. 
The automotive group’s sales gain 
of 95% was the highest, followed 
by the furniture-household-radio 
group with 72%. 


Sales-to-Stock Ratio Falls 


The dollar volume rise of in- 
ventories reversed the recent 
trend that showed decreases of 8%, 
4% and 1% for the three preced- 
ing years. The 1946 increase re- 
flected price increases as well as 
actual merchandise increases. 

The report shows sales and in- 


ventory shifts for 43 kinds of re- | 


tail business and for 45 major 


marketing centers in the nation. | 


Sales-to-inventory ratios for each 


major business group for the past | 


eight years are also given. The 
latter table shows the following 
such ratios for all retailers 
sampled: 1939, 7.8; 1940, 7.8; 1941, 
7.5; 1942, 7.5; 1943, 9.4; 1944, 11.3; 
1945, 12.3; 1946, 10.5. The totals 
are adjusted to reflect distribution 
of total inventories and sales by 
type of business. 


Manhattan Shirt 


Sets Fall Campaign 


Manhattan Shirt Company, New 
York, will use four-color inser- 
tions in seven magazines as the 
backbone of its fall campaign, be- 
ginning with full color pages in 
Collier’s and Pic, which will fea- 
ture a.» Manhattan ‘“package”’— 
shirts, neckwear, sweaters, hand- 
kerchiefs, pajamas and underwear 
—for students returning to school. 

Over a four-month period, 18 
ads will appear in Collier’s, Es- 
quire, Pic, The Saturday Evening 
Post, Sports Afield and True. 
Kenyon & Eckhardt, New York, is 
the agency. 


Gillingham Joins KRCC 
John R. Gillingham, formerly 
sales promotion manager of Sun- 
set Magazine, has joined the staff 
of Station KRCC, Richmond, Cal. 


* The Post reaches the 


active, alert - minded 


half of Cincinnati- 
young, wide-awake 
readers who make space 
dollars produce greater 
results. 


incinnati 
Post 


REACHES 57x OF CINCINNATI 


REACH THE ) 
* 


ABC Adds New Station 


WLCX, a new station now under 
construction in La Crosse, Wis., 
will affiliate with ABC, effective 
July 1, as a member of the North 
Central group. The station will 
operate full time on 250 watts. 


Tea Group to Meet 


The Tea Association of the 
United States of America will hold 
its second annual convention Oct. 
17-18 at the Lake Placid Club, 
Lake Placid, N. Y. 


Boosts Schedules 
‘in Magazines for 


‘Van Merritt Beer 


BURLINGTON, WIs. — Burlington 
Brewing Company is again adver- 
tising its Van Merritt beer in 
Newsweek, Time and_ Sports 
Afield, following an absence of 
| several months due to shortages 
| of grain, which hampered produc- 
tion. 


The company has, 
maintained for the past two years 
its copy in Esquire, which has 
been termed the backbone of the 
company’s magazine campaign. In 
addition to its magazine space, the 
company uses newspapers in about 
20 markets where distribution is 
more centralized. The beer is a 
premium product and distribution 
is considerably greater in mar- 
kets more amenable to higher 
priced items. Van Merritt beer 
also is promoted through trade 


however, | 


more nearly normal. 


| 
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publications as well as some out- 
door advertising. 

Goodkind, Joice & Morgan, Chi- 
cago agency handling the accouni, 
said the magazine schedule may 
be increased when production is 
Production 
is now growing and further in- 
creases are predicted. 


Joins DeJernett 

E. Poston Hamilton has joined 
DeJernett Advertising Agency, 
Dallas, as account executive. 


Advetrtis’ 


. ’ 
Julian's 
Julian’ 
tributor 
facial a 
pointed |] 
national 
suppleme 


Gets S 


The P 
Middlebc 
of men’s 
Reingold 
handle i 


make it possible to penetrate the market deeper with more insertions . . . mof 


weeks of national coverage. 


THROUGH MORE SALES MESSAGES Your advertising doll: 


goes farther in Collier's than in either of the other “Big 3” weeklies. Low unit raté 


WITH THE LOWEST PAGE RATE OF THE “BIG 3” WEEKLI 


Collier's gives your advertising budget more selling power, makes your dollc 


REACH MORE BUYERS It's the 25 to 45 year age group... the “Ag 
of Acquirement”. .. that does the buying. Of the “Big 3” weeklies, Collier's reache 


the greatest percentage of men and women in this bracket. 


work harder by offering you the lowest page rate of the ‘Big 3” weeklies. 
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Julian's Names Agency 


Julian’s Ltd., New York, dis- 
tributor of Isle de Capri home 
facial and cosmetics, has ap- 


pointed Royal & DeGuzman for a 
national campaign in newspaper 
supplements and magazines. 


Gets Shoe Account 


The Plymouth Shoe Company, 
Middleboro, Mass., manufacturer 
of men’s shoes, has appointed the 
Reingold Company, Boston, to 
handle its advertising. 


‘Takes Teaching Job 


Betty Strehlau, advertising man- 
ager of Bon Marche, Seattle, has 
resigned to teach advertising at 
the University of Washington 
School of Journalism. She is suc- 
ceeded at Bon Marche by Henry 
Ross, formerly advertising man- 
ager of Rhodes Department Store. 


Radio Week Plans Made 

Radio sponsors and advertising 
agencies are being invited to aid 
in the observance of National 


Radio Week October 26-Nov. 1. 
Preliminary plans for the observ- 
ance were made recently by the 
RMA advertising committee and 
NAB sales committee at a meeting 
in New York. 


IBM Boosts Rowe 


H. T. Rowe, who has been spe- 
cial assistant to C. A. Kirk, ex- 
ecutive vice-president of Interna- 
tional Business Machines Corpora- 
tion, New York, has been named 
advertising manager of the com- 
pany. 


Names Linxweiler 

Carl J. Linxweiler, sales man- 
ager of the machine tool division 
of Sheffield Corporation, Dayton, 
has been named sales manager of 
Threadwell Tap & Die Company, 
Greenfield, Mass. 


Peabody Engineering Corpora- 
tion, New York, has appointed 
W. L. Byler as advertising man- 
ager. Mr. Byler has been with 


the company for three years. 


The Collier's star shines on America’s richest market ... the 25 to 45 
year age group of men and women who buy. And the “buying plans” 
of Collier's families rank well above those of the average buyer .. 

proven by the Psychological Corporation in a survey conducted among 
aight thousand families in 125 representative towns and cities. This prof- 


table market can be reached through Collier's at less cost per page 
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‘han through either of the other “Big 3” weeklies. 
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17 Mutual Outlets 
Granted Permits 
for More Power 


New YorK—Seventeen Mutual 
network affiliates in 14 states have 
been granted power increases in 
construction permits issued by the 
FOC. 

Five stations were granted au- 
thorization to operate full time on 
5,000 watts, including WHKC, Co- 
lumbus, O., from 1,000 watts; 
WRGA, Rome, Ga., from 250 
watts; KSAL, Salina, Kan., from 
1,000 watts; KTRI, Sioux City, Ia., 
from 250 watts; and KUJ, Walla- 
Walla, Wash., from 1,000 watts. 

Eleven Mutual outlets received 
construction permits granting in- 
creases to 1,000 watts full time 
from 250 watts. They are WAGF, 
Dothan, Ala.; KFFA, Helena, Ark.; 
WJMS, Ironwood, Mich.; KFJI, 
Klamath Falls, Ore.; KVNU, 
Logan, Utah; WKBZ, Muskegon, 
Mich.; WTMC, Ocala, Fla.; WDLP, 
Panama City, Fla.; KVCV, Red- 
ding, Cal.; KWAL, Wallace, Ida., 
and WOVO, Provo, Utah. 

Station KVRS, Rock Springs, 
Wyo., received a permit to oper- 
ate 1,000 watts daytime and 500 
watts nighttime, from 250 watts. 


Cameo Names Agency 


Cameo Corporation, Chicago, 
maker of Cameo cleanser, has 
named Presba, Fellers & Presba, 
Chicago, to direct its account. At 
present, radio is being used in 
Chicago, and newspapers in other 
cities. 


Reimers Ups Forester 


Arthur Forester, account execu- 
tive with the Carl Reimers Com- 
pany, New York, since 1946, has 
been elected vice-president and a 
director. 


a a City 


where moderate 


in - 
comes are so numer- 
ous and so secure 
that the ups-and- 
downs of want and 
wealth are a statisti- 
cal curiosity rather 


| than a problem! 


Everybody’s a cus- 


tomer in Washington. 


Buy Great Circulation 


Fditor and Publisher 


TIMES-HERALD 262,216 

The STAR 210,256 

The POST 167,261 

The NEWS 109,694 
f September $0, 1946 


Times Fa Heraln 


WASHINGTON, DD 
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CRACK-UP OF GERMANY? 


| TUG OF WAR IN FRANCE 


' SQUEEZING SOVIET TRADE 


MAY 27. 1947 THE WEEKLY NEWSMAGAZINE OF WORLD AFFAIRS * 615 CENTS 


Generalissimo Stalin . . . Truth About Internal Russia 


NEVER BEFORE. 


z 
: ee 


NEVER BEFORE 


has there been published in America a weekly news- 
magazine devoted wholly to news of world business and 
world affairs. 


WORLD REPORT —just a year old—has established 


an unprecedented record of growth in the field of news 
weeklies... 


has any weekly newsmagazine attained as much as 
100,000 circulation in its first year. 


has any weekly newsmagazine obtained as much adver- 
tising revenue in its first year. 


Here is a comparison with three long established and 
now successful newsmagazines : 


CIRCULATION ADVERTISING REVENUE 
PUBLICATION - First YEAR First YEAR 
Time Less than 20,000 Less than $20,000 
Newsweek Less than 30,000 Less than 31,000 
The United States News Less than 8,000 Less than 59,000 
WORLD REPORT More than 100,000* More than 135,000 


*4BC Report, average last six months of 1946: 112,000 Circulation. Present cir- 
culation is in excess of this figure. 


WORLD BUSINESS IS YOUR BUSINESS 
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WORLD REPORT marks the first time, to 


our knowledge, that any national publication 
has built its circulation on a 100% voluntary 
basis. We did not ask our prospective readers 
for definite subscription orders in advance but 
simply that they pay only if they liked the first 
few weekly issues MORE THAN 70% OF 
THOSE WHO EXAMINED THE FIRST 
FEW ISSUES OF WORLD REPORT ON 
THIS APPROVAL BASIS SENT US 
THEIR CHECKS FOR’ SUBSCRIP- 
TIONS OF ONE YEAR OR MORE. 
We know of no similar record in the whole 


history of publishing. 


* 


We attribute this readership acceptance of 
WORLD REPORT to the service it renders 
every week and to the unprecedented interest 


today in world business and world affairs 


* 


NEVER BEFORE has there been assembled 
in a single audience so many persons in posi- 
tions of responsibility in business and the pro- 


fessions who are directly interested in the im- 


pact of overseas events on American business 


and the American economic system. 


* 


These business men and influential readers are 
in the mood, as they examine world affairs, to 
read the advertising messages of transportation 
companies, banks with foreign departments and 
services, insurance companies, the entire auto- 
motive and industrial machinery field, construc- 
tion and engineering concerns—advertising of 
the widest variety of goods and services needed 


here and abroad. 


* 


These people travel extensively themselves, on 
vacations and business . . . for pleasure or to 
examine new opportunities tor investment. 
They are the logical patrons for transporta- 


tion, hotel and resort facilities everywhere. 


* 


While 95% of WORLD REPORT reader- 
ship resides in the United States, the 5% of 
its overseas audience represents a choice list 


of persons influential in business and the gov- 


ernments of the world—a Number One ad- 
vertising target for prestige and opinion-form- 


ing messages in the international field. 


* 


But, basically, what makes WORLD RE- 
PORT a sound advertising medium is its factu- 
al, non-technical, easy-to-read contents covering 
the political, economic and sociological trends 
in the post-war world—the dramatic interplay 


of events which affect all of us. 


* 


WORLD REPORT has no editorial page; is 
identified with no cause or organization, public 
or private. We believe the best service we can 
render is to report and explain objectively the 
facts and background of world affairs and the 
policies which motivate them. No other publi- 


cation renders such a comprehensive service. 


* 


NOW is the time when American industry and 
agriculture must look abroad for the extra vol- 
ume of sales necessary to maintain employment 


and profits... 


And NOW, as never before in our nation’s history—WORLD BUSINESS IS YOUR BUSINESS. 


World Report 


1A eee 
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The only magazine of its kind reporting, interpret- ; 
ing and forecasting the news of international affairs. ¢ 
Harotp L. BEHLKE, ADVERTISING Director, 30 ROCKEFELLER PLAZA, New York 20 : 
Published by United States News Publishing Corporation : 
Davin. LAwreNcE, Prestdent D. W. AsH Ley, Publisher 
7 -) 
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Advertising Age, June 2, 1947 


Council Mails Proofs 
of Army Campaign 

The Advertising Council, New 
York, is mailing to 1,800 daily 
newspapers, as part of its con- 
tinuing Army prestige campaign, 
proofsheets of newspaper adver- 
tisements based on the theme, 
“Strong right arm of peace—your 
Regular Army.” 

During Army Week 9,000 free 
mats were requested by newspa- 
pers. N. W. Ayer & Son is vol- 
unteer agency for the campaign; | 
H. M. Warren, Union Carbide & | 
Carbon Company, is coordinator, 
and Allan M. Wilson is the coun- 
cil’s staff executive. 


CAmethuse 
Ve 


: 


~ 
: aces eriter te the Februaryg-born 
Sa . 4 


f/m | Production Men Elect 
: The Production Men’s Club of SALES BOOSTER—This is one of the 
b New York has elected the follow-  ™onthly mailing pieces offered by 
ing officers: President, Michael Birthstone Promotions, Cleveland, to 
| Fauerbach, J. D. Tarcher & Co.;, 00st sales of birthstones. The promo. 
% a vice - president, Bernard Ryan, tion was originated by Frances N. R. 
— —o Benton & Bowles: treasurer, Wil. Murray of Fran Murray, Inc., Cleveland, 
a ee ie ee liam Brickley, Grey Advertising 
Agency; recording secretary, John be 
F. Griffin, Cowan & Dengler; and Opens Promotion 
corresponding secretary, Jack 


Farley, Carl Reimers Company. to Plug Sales 
of Birthstones 


CLEVELAND — With emphasis on 
window displays, Birthstone Pro- 
motions is offering a promotiona] 
campaign for birthstone sales, to 
stabilize jewelry buying, which 
has fallen off in past months along 
with other luxury items. 

Conceived by Frances N. R. 
Murray, president of Fran Mur- 
ray, Inc., Cleveland, and endorsed 
by the Jewelry Industry Council. 
the campaign will offer window 
displays, direct mail and news- 
paper advertising to jewelers each 
month, pushing sale of that 
month’s particular birthstone. 

Emphasis is being placed on 
elaborate window displays becaus¢ 
many jewelers feel that windows 
represent their primary advertis- 
ing medium. Some estimate that 
87% of their volume comes fron 
this source. In addition to the 
window displays, jewelers will 
also receive inside displays to pro- 
vide a focal point for birthstone 
jewelry sales. 

Original water colors for the 
promotion were done by Nancy; 
Lee Graham, and copy was pre- 
pared by Helen Gordon, account 
executive of Fran Murray, Inc. 


Frisbie Joins Lindsay 
Marion Frisbie, formerly with 
Sound Masters, TradeWays and 
AudiVision, New York, has joined 
Lindsay Advertising, New Haven, 
Conn., to produce motion pictures 
and slide films for industrial, edu- 
cational and training purposes fo! 


MHC uses eight fingers, Jim uses three. 
But they all write with their hearts! 


Pulitzer Prize Winner Jack S. McDowell writes 
his lively Call-Bulletin copy via the full-fist or touch- 
typing system. The conventional city room style, 
hunt-and-peck, is used by ace reporter James G. 
Chesnutt. Jim's a prize winner, too! Won the George 
Westinghouse Science Writing Award for the best 
newspaper story of 1946, 


Mary Hahlbeck, San Francisco's leading woman's 
page editor, dictates her material to a secretary. Jack 
McDonald can dash off the city’s best sports column 
in English, sports slang, or in Morse code. (It's a fact. 
Jack pounded the wireless keys for our Navy in both 
World Wars.) 

And so it goes. Marie Hicks Davidson says it with 
music. In fact, she’s the dean of local music critics— 
just as Fred Johnson is the dean of San Francisco 
drama editors. Political writing for The Call-Bulletin 
is the vocation of C. Lyn Fox, whose avocation is 
writing short stories for The Saturday Evening Post, 
Collier's, and other national slicks 


Uncle Joe Dearing pencils his stuff on the back of 
an old envelope, because you can't tote a typewriter 
on hunting and fishing trips. Lindsay Arthur writes 
in electric lights, 314 feet high. His present assign- 
ment is writing for San Francisco's first traveling 
electric news sign, located in the heart of the shopping 
district as a public service by The Call-Bulletin. 

All of ‘em are topnotch writers. San Francisco's 
best Because they use their legs and their heads—as 
well as their hands—when they write. More impor- 
tant, they write with their hearts. That's why they 
win national awards. . . and local readers. ( The Call- 
Bulletin is read daily by more San Franciscans than 
any other newspaper. ) 

And that’s just a very incomplete listing of Call- 
Bulletin by-liners on the local staff. It’s matched for 
sparkle by the parade of national names writing regu- 
larly for San Francisco’s leading newspaper. For ex- 
ample: Westbrook Pegler, David Lawrence, George 
Sokolsky, Bob Hope, Walter Winchell, Walter 
Kiernan, Ashton Stevens, Harrison Carroll, Ida Jean 
Kain and Lewis Haney ... to name just a few. 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


Represented Nationally 
by Moloney, Regan & Schmitt, Inc 


Connecticut and vicinity. 


Two Appoint Lewin 


Viking Tool & Machine Com- 
pany, Belleville, N. J., automat 
merchandise vending machines 
and Wood-Regan Company, Nut- 
ley, N. J., Wrico writing instru- 
ments, have appointed A. W 
Lewin Company, New York. 


KGO Transfers Meehan 


Rita Meehan has been trans- 
ferred from the auditing depa: 
ment of Station KGO, San Fra 
cisco, to the advertising, promv- 
tion and _ publicity departmen! 
She succeeds Evelyn Clark, w! 
has resigned to join Garfield 
Guild Advertising, San Francisc: 


DIE. 
CUTTING 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 
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Effective with the issue of January 2, 1948 


THE UNITED STATES NEWS 


guarantees 


net paid circulation 


* 


i This increase of 50% since V-J Day 


the illustrates sharply the steadily increasing need — 
“ the steadily increasing demand by businessmen — 
for the basic news that affects all business — 


- The News of National Affairs 
for 

( which is the news of what is being produced - of where goods are ) 
atic ( going the news of who is buying what -the news of labor ) 
ut (leaders and their plans the news of wage demands to come ) 
(of workers’ rights and the rights of employers the news of Federal ) 
’ ( spending the news of the nation and its relation to business ) 
x ; ~ a 4 
t The United States News z 
* The only magazine of its kind 
\ 

a * a a 
7,000 circulation in 1933 ... 300,000 in 1948 

y 


Lb. BEHLEE, ADVERTISING DIRECTOR -0 ROCKEFELLER PLAZA 
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40 
Becomes Butler-Emmett 


Butler, Parker & Newlin, Port- | zation. 
agency, has been re-|from the agency to join Nutri- 
organized as Butler-Emmett, with | tional 
the addition of James Emmett, 


land, Ore., 


| formerly in the public relations| Kirsten Sets June Drive 


| department of the Kaiser organi- 


Products Company, Port- | 


land. 


* There is no substitute for Circulation * 


Every 


-... RETAIL JEWELRY SrORe IN AMERICA 


NJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
—7,000 more RE- 


eR RE, 


pairers’ 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number # 
than are reached by all other salient 
jewelry publications com- 
bined! Total RETAILER-cir- 
culation exceeds 21,000 copies. 


STR BY 


CHARTER MEMBER 


Because jewelry stores spe 
t cialize in small, portable 
“quality” articles exquisitely 
designed for personal or 
home use — durable article 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 


a 


CHICAGO * NEW YORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


Don Parker has resigned h 


Kirsten Pipe Company, Seattle, 
as scheduled a June campaign 
| promoting the company’s pipes 
‘and cigaret holders for Father’s 
Day, graduations and weddings. 


| Using the theme * ‘June Is Kirsten 


| Gift Month,’ 


ads picturing only 
one of the three June events will 
be placed in Collier’s, Esquire and 
Redbook, and all three events will 
be featured in ads in The Satur- 
day Evening Post and Time. Four- 
page broadsides, newspaper mats, 
display cards and window stream- 
ers also are being 
National Advertising Agency, Se- 
attle, handles the account. 


Kaiser Makes Survey 
Kaiser-Frazer Corporation, Wil- 
low Run, Mich., has sent pamphlet 
questionnaires to 10,000 Kaiser 
and Frazer 


cars. 
on handling, engine -performance 
and riding qualities of the cars. 
The results, which will be tabu- 
lated July 1, will be used to im- 
prove customer service and to 


|guide engineering and styling of 
/new models. 
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Ciidomoive DIGEST 
100,000 Paid Circulation 


Write for free booklet de- 


scribing the Automotive 


Service Market in detail. 


The Largest Paid 
Circulation in the Auto- 
motive Industry 


used. Pacific | 


automobile owners to | 
sample public reaction to the new 
The survey seeks opinions | 


Advertising Age, June 2, 1947 


An editorship that has been in the family for 61 years has fallen 
to Robert W. Amos, who has succeeded his father, Harry W. Amos, 
as ed. of the Daily Jeffersonian, Cambridge, O. In 1919 Harry suc- 
ceeded his father, John W. Amos, who was ed. and publisher from 
1886, when he purchased the paper, until the time of his death. . . 

Ben H. Cowdery, assistant publisher of the Omaha World-Herald, 
is convalescing at his home after fracturing a collarbone during a 
father-daughter baseball game at the annual Brownell Hall Dad’s 
Day festival. Pitcher Cowdery and a team-mate collided on a pop 
fly... Roy H. Park, pres. of Agricultural Advertising & Research. 
publ. relations and ad agency, Ithaca, N. Y., presented silver cigarei 
lighters to four 5-year employes May 16.. . 


DECORATED—Tom Lewis (left), Young & Rubicam's vice-president in charge 

of radio and Hollywood operations, and Lloyd Sigmon (right), chief engineer 

of KMPC, Hollywood, congratulate each other after being decorated with the 

Most Excellent Order of the British Empire by J. E. M. Carvell, consul general 

in Los Angeles. Mr. Lewis was honored for his work as colonel commanding the 

armed forces radio service, and Mr. Sigmon, for his radio work in the European 
theater of operations during the war. 


Bert Johnston, pres. of his own ad agency in Cincinnati, has been 
notified by Rutgers University that his book, “One Nation for Sale,” 
dealing with labor-management relations, has been selected for use 
in one of its courses. . . Pres. Walter A. Olen, of the Four Whee! 
Drive Auto Co., Clintonville, Wis., long a supporter of the St. 
Lawrence Waterways project, has been named Wisconsin v.p. of the 
National St. Lawrence Association. . . 

Harry Burke, gen’! mgr. of KFAB, Omaha, and director of pro- 
gramming for the Omaha Kiwanis Club, spoke before the Lincoln, 
Neb., Kiwanians May 23, during Kiwanis Radio Week. .. Band- 
leader Louis Jordan will make a recording for Decca this fall of a 
new song called “Light Up and Relax,” written by Bill Brownell 
and Dick Klaus, of the staff of WJW, ABC station in Cleveland. . . 

The Advertising Club of Springfield, Mass., paid tribute May 15 
to one of its outstanding members, Edward H. Marsh, by presenting 


‘to him’ the William-Pynchon Medal for notable service to the com- 


munity. Mr. Marsh was founder of the award, as well as designer 
of the medal; was first secretary of the club and twice its president. 
Beatrice L. Becker, first woman president of the organization, made 
the presentation. . . 


BIRTHDAY—Charles E. Couche, vice-president and general manager of KALE 


Mutual radio station in Portland, Ore., cuts the cake which was a birthday 
anniversary surprise from members of his staff at the station. 


Tom Deegan, public relations assistant to the C&O’s Robert R. 
Young, is publicizing news of a son, born April 27, at New York 
Polyclinic Hospital. The new arrival, Christopher, gives the Dee- 
gans two boys and two girls. .. A third child, Helen Marie, wa: 
born at Physicians Hospital, Jackson Heights, Long Island, on May 
12 to Robert G. Hazelton, account exec. on the “Boston Blackie’ 
radio show for Paris & Peart, and his wife, Helen, a former model 
The baby weighed 8 lbs... 

Add dep’t of coming and going: Vajid Mahmood, managing di 
rector of Adarts Ltd., Bombay, Indian associate of McCann-Erick 
son, is in New York for an extended visit. He’s headquartering a 
the McCann agency. . . Sigurd S. Larmon, Y&R president, is at 
tending the first postwar Congress of the Int’] Chamber of Com 
merce, convening this week in Montreaux, Switzerland. . . Mean 
while, a more ambitious tour is already under way for Josiah B 
Thomas, v.p. of the Reader’s Digest Int’] Editions, who will visi 
Australia, Egypt, France and England before returning to thi 
States. ... 

The Eagle, Charlotte, N. C., Negro newspaper, 
Crutchfield, gen’] mgr. of WBT and v.p. of the Jefferson Standar 
Broadcasting Company, for the station’s work in bettering rac 
relations. WBT was the first station, strategically located wher: 
the race situation is most acute, to set up a dep’t of race relation 
and to foster open forum on-the-air discussions of racial probler 
and community betterment. 
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88% of Larger 
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Dailies Provide 
‘Merchandising’ 


New YorkK — Eighty - eight per 
ent of 377 daily newspapers in | 
cities of 50,000 and more | 
tion offer merchandising aids to 
iational advertisers, Deutsch &| 


tising 
| Cotins, 
Advertising Company, New York.| expansion program. 


Lees Account to D'Arcy |Opens Two News Bureaus, 

James Lees & Sons Company, 
| Bridgeport, Pa., 
| Lees clear color carpets and Co- 
|lumbia and Minerva 
|ting yarns, has moved its adver-| paper also has installed a new 
account 
Utica, 


OAI Moves Office 


rated has moved its San Francisco | Press, 
| office to 126 Post St. 


ture books 


The Pacific Coast edition of the 
manufacturer of| Wall Street Journal, San Fran- 
cisco, has opened news bureaus in 
Portland, Ore., and Seattle. The 


youngsters 
hand-knit- 


in 


for children, 
‘“‘World’s Children Picture Stories”’ 
depicting the workaday 


many 


lands. 
books will be promoted 


the 


lives of | 
The 
in Life, 


41 
Parents’ Magazine, and in book 
sections of metropolitan news- 


papers. Display cards and stands, 
newspaper mats and booklets will 
also be used. 


from Moser 


&| high-speed Duplex tubular press 
i 


to D’Arcy|in San Francisco as part of its 


| Issues Children’s Books 


The Encyclopaedia Britannica | 
Chicago, has released for | 
| distribution a second set of pic-| 


Advertising Incorpo- 


RAPID COPY SERVICE - 123 N. Wacker Drive - Chicago 6 


wr YOU CAN SAVE TIME AND MONE 


it will pay you NOW to check into 
the economies of RCS planography. 

Best for short runs in black 
and white. 


sg STATE 5977 __ 


Shea, New York agency, has found 
in a survey, made in March and 
April. 

“A greater percentage of news- 
papers in cities of 250,000 and 
more cooperate with the prepara- 
tion of local trade surveys, dis- 
tribution of sales promotion ma- 
terial, setting up displays and cre- 
ating and producing sales promo- 
tion material,’ Deutsch & Shea 
showed. However, more newspa- 
pers in smaller cities provide na- | 
tional advertisers with dealers’ | 
names and route lists and supply 
mat services to dealers. 

“Only 26% of the newspapers 
have minimum contract require- | 
ments” on amount of space taken 
in order to provide such service. 
Most of them “prefer to withhold 
commitments . . . until advised of 
the size of schedule and the ad- 
vertiser’s problem.” 

Although 88.1% of the newspa- 
pers covered said that they do 
provide merchandise service, only 
3.7% said that they do not, and 
8.2% did not answer. 


Variety of Services 


Principal types of merchandis- | 
ing assistance provided were 
found to be: Letters to distribu- 
tors and dealers about campaigns, 
by 80.1% of the newspapers; pro- 
viding advertisers’ salesmen with 
dealers’ names and route data, 
76.1%; providing advertisers with 
market data, 74.5%; personal calls 
on distributors and dealers, 64.7%; 
providing mat service to retailers, 
53.8%; preparing local trade sur- 
veys, 44.3%; distributing sales pro- 
motion material to retailers, 
40.8%. 

Smaller percentages of the 
newspapers provide display space 
in newspaper offices for advertis- | 
ers’ products; setting up displays | 
in retail outlets, and creating and 
producing sales promotion ma- 
terial. 

More than 10% of the newspa- 
pers charge for setting up displays 
in retail stores; 9.9% charge for 
letters to distributors and dealers, | 
and 7.8% for distributing adver- 
tisers’ promotion to retail outlets. 

On the other hand, none charges | 
for providing dealers’ names and | 


route lists, for market data, or} 
personal calls on distributors or 
lealers. 


Twenty-six per cent have min- 
imum space contract requirements 
before making merchandising aid 
available; 61.8% do not, and 
12.2% did not answer. 


Cuts Recruiting Records 


The Coast Guard has released 
Jive Patrol” recruiting records 
‘o radio stations. The records, 15- 
iinute platters featuring the 
Coast Guard Academy band and 
wing units playing hit tunes 
paced with disc jockey chatter, 
re aimed at high school seniors 
nd will be distributed weekly 
ntil mid-June. Produced by 


‘ewell-Emmett Company, New 
ork, the records back up the 
‘oast Guard on Parade” show, 


‘ne Mutual half-hour sustainer 
irried on Mondays on the net- 
ork for recruiting. 


. . 
Martin Manages WRUN 
Thomas E. Martin has resigned 
manager of Station WWNY, 
Vatertown, N. Y., to become man- 
Zer of Station WRUN, a new 
000-watt station in Utica, owned 
the Rome Daily Sentinel. He 
is been succeeded at WWNY by 
irl R. Kelly. 


Ask a farmer 


j 
He [| GQnswef accorbDinG To 
WHERE AND HOW HE FARMS 


The dairy farmer is pretty sure to think first in terms of what’s 
new in dairying. The hog raiser’s first concern will be about 
new developments in the housing, feeding or management of 
hogs. And so it goes with the wheat farmer, the beef farmer 
and other of our business farm operators. What pro- 
duces the biggest share of income comes first in their 
thoughts and planning. That is why farmers in the 8 
Midwest states look to their own locally-edited farm 
papers for news, for information and advice important 
to their business and to their living. Check into the 
many advantages of these locally-slanted papers with 


the utmost reader influence. 
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From Comic Strip Sketch 


ANA Survey Shows 
Few Concerns Know 
Own Stockholders 


New YorK—A recent study by 
the Association of National Ad- 
vertisers, the Verne Burnett pub- 
lic relations service and the Jour- 
nal of Capital showed that of 100 
leading companies many analyze 
their lists of stockholders by loca- 
tion, sex and number, but that 
“only 11 had surveyed the owners 
individually . . . to obtain factual 
information or opinions,” C. Nor- 


man Stabler, financial editor of | 


the New York Herald Tribune, 


told a meeting of the Investors | 


League here. 
Among other highlights of this 


of these companies distribute their 
annual reports. to 
although in 85 of them employes 
are stockholders. 

“Management needs to keep in 
mind that 999 of every 1,000 stock- 
holders who seek information or 


raise questions” do so not “just to | 


make a nuisance of themselves,” 
said A. C. Minton, secretary of the 
Standard Oil Company of New 
Jersey. 


Suggests Six Point Plan 


Mr. Minton made six recom- 
mendations to improve manage- 
ment-stockholder relations: 

“1. An officer of a company 
should acquaint new stockholders 
with various reports and publica- 


tions which he will receive, and | 


urge him to attend annual meet- 
ings whenever possible. 


“2. Whenever a_ stockholder | 
writes a letter or calls on the) 
management, he should receive 


courteous treatment. 

“3. When a stockholder sells 
his holdings some companies write 
him a “hope to see you again” 
note. 

“4. At least annually, nianage- 
ment should give stockholders a 
report of their stewardship in 
administering the investment 
placed in their hands. 


Use Other Direct Mail 
“5. Some managements also 
send interim reports and company 
Magazines, dividend enclosures 
and pamphlets on significant sub- 
jects. It is fundamentally the 


BEFOR, 


nmr > © K.F.S. 


courtesy King Features Syn- 
emerged e 
lovable Jiggs. 


Skill at carving, economy 

of mold making, and ingen-. 
uity in reproduction add 

up to Multi's specialized 
ability to ‘do a job" on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 


(on the Big Board) release earn- 
survey was the fact that only 19 | 


employes — | 


spirit with which they are de-jing estimates at quarterly inter- | 
veloped that will largely de-| vals,” and 150 additional publish 
termine their effectiveness. | them semi-annually. “Only 7.5% 
“6. The better the job manage-| release earnings once a year.” 
ment does at annual meetings, the 


better will be the mutual rela- | Small Investor-Directors 
tionship. The meeting should be| B. C. Forbes of Forbes Maga- 
in as convenient a place as is|zine, president of the Investors 


practicable. Stockholders should | League, urged that small inves- 
e encouraged to attend. Proxy/|tors be represented on the boards 
statements should disclose infor-|of directors. Companies which 
mation in as simple form as is|now have more investors than 
consistent with technical require- | employes, he said, include Ameri- 
ments. Candidates for election as|can Telephone, General Motors, 
directors might well be present. | Standard Oil of New Jersey, Con- | 
Stockholders will feel free to ask | solidated Edison of New York, Du 
questions when management dis-| Pont, General Electric, “and al- | 
plays encouraging willingness to | most every leading utility and 
deal with them gladly and|railway company.” 
frankly.” | Weston Smith of Financial 
John Haskell, vice-president of World, president, New York chap- | 
the New York Stock Exchange,|ter of National Association of 
pointed out that “today 780 com-| Public Relations Counsel, showed 
panies of the 1,010 active Ameri- | that in the past six years the pro- 
can concerns with stock listed| portion of “modern” annual re- 
| ports (employing, among other, 


| when 


things, pictures and color) had in- 
creased about six times. “No 
modernized report,” he added, 
“should be printed in less than 
two colors, and usually four or 
more colors are amply justified 
the print order exceeds 
10,000.” 

H. S. Sutton, treasurer of Con- 
solidated Edison of New York, 
suggested that ‘a public opinion 
poll be used to determine ‘the na- 
ture of stockholders,’” what they 
think of their companies and busi- 
ness management in general, and 
“how much they know about the 
private enterprise system.” 


Boosts Rate in January 


Today’s Woman has announced 
a rate increase effective with the 
January, 1948, issue, when _ its 
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To Redfield-Johnstone 


| Hall & Ruckel, New York, ho: 
|;moved X-Bazin odorless depila- 
| tory from the Joseph Katz Com- 
pany to Redfield-Johnstone, Inc. 


X-Bazin account continuous], 
since 1937 except for last yea 
Newspapers, radio, and business 
papers will be used. 


G-E Appoints Budlong 

Harrison M. Budlong, former|y 
special agent in Hartford for the 
Travelers Insurance Company, has 
been named a writer of sales 
education material with the retai| 
development division of Genera] 
Electric Company, Bridgeport, 
Conn. 


Smith Joins Reeves 


Ruth C. Smith, formerly with 


circulation guarantee will be in-! Ruthrauff & Ryan, New York, has 


monthly. 


_creased from 700,000 to 800,000| joined the creative staff of Knox 
Full page, black-and-| Reeves Advertising, Inc., Minne- 


white rate will be $2,000, one time. | apolis. 
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‘Mercury Mike’ 
to Push Service 


DETROIT—A pen-and-ink service 


salesman, ‘“‘Mercury Mike,” is go- 
ng to work for Lincoln-Mercury 
Division dealers throughout the 
country to sell some 200,000 Mer- 
‘ury owners that there’s plenty 
ff sense in the slogan: “For real 
Mercury service, always see your 
Mercury dealer.” 

Once each month for the next 
10 months, the Ford Motor Com- 
pany division plans to mail a 


| campaign are explained fully in | 
|a plan book recently sent to all | 
| Mercury dealers. 
| Lincoln-Mercury is planning 
| additional advertising and _ sales | 
promotion devices featuring “Mer- 
cury Mike” for dealer use in the | 
near future. 


Snyder Appoints Ellis | 

W. H. Snyder & Sons, Windsor, | 
Pa., maker of Tiffany cigars, has | 
|}appointed Ellis Advertising 
| Agency, Buffalo, to handle its ac- 
count. 


LOVERS COME BACK—One of the most famous romances of each summer 
season returns with the new "Water Lovers" promotion by Gantner-of-California, 


43 
Love Blooms 


Via Gantner's 
‘Water Lovers’ 


San Francisco — Gantner - of - 
California, maker of Wikie and 
Floating Bra swimsuits, is again 
plotting to raise the blood pressure 
of hordes of men throughout the 
country, with this year’s presenta- 
tion of its famous ‘‘Water Lovers” 
poster showing a man and a girl 
under water swimming together 


“e , tiie ; for a briny kiss. 
maker of Wikie and Floating Bra swimsuits. Brisacher, Van Norden & Staff, Developed some 10 years ago, ee 

San Francisco, is the agency. the “Water Lover” posters, all of nome 
more or less similar design, have 


folder to each Mercury owner on . 
its lists. The dealer is expected Prices Cut on Soap, 


to tie in with the company effort Cookers, Jellies, Jams 


to build service business by using| Kendall Mfg. Company, Law- | duced it from 35 to 32 cents. $9.95. The New York Preservers | won roses and brickbats. The New 
special mats in localized news-| rence, Mass., has announced _ that Traubee Products, Inc., New | Association, representing a ma- York B : -d of Trans " tation ir 
yaper advertising. featuring “ ..|for the second time in less than} York, through J. R. Kupsick Ad-| jority of manufacturers of jam ~ rates herve ts a % 
- ‘ _— it i isi a a Jams 1945 condemned what it termed 
cury Mike” and his service mes-| 2 month it is cutting the price of | vertising Agency, New York,| and jellies in its area, announced a. o + AA. J 4°45 
sages in showroom windows. and Soapine 10%. Effective May 22 placed ads in consumer and trade|a “substantial” reduction in the en ad (AA, June 45). 
using seek radio eimai the retail price of granulated soap | publications to announce a reduc-| wholesale prices of jams and jel-| During the summer of 1946, how- 


- dropped to 29 cents, after an|tion in the price of Time-Saver| lies ji rder ‘ ‘etailers ever, Gantner was pleased to com- os 
and classified ads. Plans for the| earlier 10% cut on April 24 re- I rj lies in order to enable retailers Pp a 
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ad, boosting swim wear they 
probably would never use, be 
placed on the ceiling of their 
occupational therapy rooms. 

Next year’s artist will have an 
even more difficult job than Wal- 
ter C. Klett, who painted this 
year’s. illustration. Next year, 
Gantner, through its newly estab- 
lished Coldfire division, will boost 
GloWikies and GloSuits, both 
made of material which becomes 
luminous at dusk, and is said to 
glow in daylight. 

Brisacher, Van Norden & Staff, 
San Francisco, is the agency han- 
dling the Gantner account. 


Pane keg enema ea 
ee Buckley Names Grant 
Bat ait W. K. Buckley, Inc., Canadian 


manufacturer of Buckley’s cough 
mixture, distributed in Canada 
and Australia, has appointed the 


Na Ad New York office of Grant Adver- 
Beye i tising to introduce the product to 
vial So.) the United States next fall. News- 
Wh + a papers, radio, national and busi- 
iN BaRh ness publications will be used. 
Sa Joins Woods & Gordon 
Pee ee Harry A. Kayes, formerly man- 
i R as | i > ager of the trade sales division of 


Lowe Brothers Company, Toronto, 
has been named to take charge of 
distribution and marketing of J. D. 
Woods & Gordon Ltd., industrial 
engineer. 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 
CORPORATION 


AD- + ENGRAVING + PRINTING 
400 N. ST., CHICAGO, WHitehal! 2300 


| pressure cookers from $13.95 to! to pass on the cut. ply with a request from paralyzed € se , 
veterans in the Veterans Admin- | ae 
istration Hospitai, Richmond, Va., 
who asked that the ““‘Water Lover” oe 
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Y&R Subsidiary Moves 


The Bureau of Industrial Serv- 
ices of Canada Ltd., subsidiary 
of Young & Rubicam, Toronto, has 
moved to larger quarters at 191% 
Yonge St. 


Of course, a copy of ‘What 

Hardware Dealers are Plan- 
ning” will be sent you by return 
mail — just drop us a line on your 
letterhead. 
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STATISTICAL DATA 


ON 17 MAJOR APPLIANCES | 


LIKE THIS 


i 


ELECTRIC REFRIGERATORS 


dealers expect to sell 531,928 electric 


6.014 refrigerators. 


dealers expect a sales volume of 


ws F 6,014 $104, 789,816. 


ws of the electric refrigerators will be sold 
92% by HARDWARE AGE subscribers. 


1 i i les 
: { the electric refrigerator Sa 
90% (dollars) will be made by HARDWARE 


AGE subscribers. 


How do leading Hardware Dealers rate your line? Are they planning 
to sell your brand or your competitor’s? What’s the potential unit 
and dollar volume at stake for you in the Retail Hardware Market? 


You'll find the answers in a brand new report just released by 
our research department titled ““What Hardware Dealers are Plan- 
ning”.* A copy will be sent to you upon request. It covers 584 brands 
in 17 major appliance lines. It gives you 44 pages of facts and figures 
on the plans, involving a sales volume in excess of $434,000,000 by 
major hardware dealers in cities and towns of 50,000 and less. 


Over 88% of these sales — more than $382,000,000 — will 
be made by Hardware Age subscribers. 


More new reports on Housewares, Sporting Goods and other 
important lines are in preparation. Full information on request. We 
can help you sell the leaders in the hardware field. 


A CHILTON @ PUBLICATION 


@ Charter Member @ 


100 EAST 42nd ST. 
NEW YORK 17, N. Y. 
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ROBOTS TACKLE NEW JOB—In Dallas the Skillern drug stores are testing the 
LectroCall, new robot point-of-sale device that tells customers to try various 
products. The device talks when cash is rung up on the register. 


Dallas Drug Chain 
Tests New Robot 
Voice Machine 


DALLAS — Something new _ in 
point-of-sale advertising has made 
its national debut in the 20-store 
Skillern drug chain here. 

When sales are rung up on cash 
registers, a robot machine quietly 


| says “Thank you” to the custome: 
| and adds such messages as, “While 
| you are here, see Airmaid hosiery 


/on lease arrangements. 


The handy package is easy to 
carry.” Several products are be- 
ing promoted. 

The machine is the LectroCall, 
an electronic device hooked up to 
the cash registers. The invention 
of Don L. Sterling here, the ma- 
chine includes a cabinet housing 
records and player mechanism, 
and a small speaker hanging on 
the cash register. Its voice range 
is five feet. 

The Skillern test, which in 
cludes promotion of Kolynos, 
Anacin and Bisodol products of 
Whitehall Pharmacal division of 
American Home Products, will 
last 60 days. LectroCall is installed 
Adver- 
tisers pay one-fourth of a cent fo 
each message and stores receive 
25% of the gross. 


Wright Paterson Plants 
Get $65,000 Promotion 


Asset Realization Company. 
Newark, has appointed United 
Advertising Agency there for a 
30-day, $65,000 campaign on the 
sale at public auction on June 17 
of the Wright Aeronautical Cor- 
poration Plants 1 and 2 in Pater- 
son. The plants, comprising 1.- 
844,000 square feet of floor space. 
are believed to represent. the 
largest area of industrial and office 
space ever offered at public auc- 
tion, and will be sold as a unit 
or in parcels. 

Newspapers in 21 cities, radio 
and direct mail are being used. The 
agency has prepared a 32-page. 
two-color brochure giving com- 
plete floor plans, constructio! 
charts, exterior and interior views, 
etc. 


Primrose Cuts Publicity 
Primrose House has closed i‘: 
New York office at 724 Fifth Ave.. 
and will no longer maintain 
publicity department nor Mar) 


| Brown as publicity director. Th 
| display room has been moved 
| the salon at 379 Park Ave., a 


executive offices to Indianapo!s 


@ Manufacturers and their advertising 
agencies are using this inexpensi ¢ 
clipping service for collecting editor! 

d 


publicity, for making research a 
market studies, for maintaining co 
petitive advertising files and for <- 
veloping sales prospects on certo 
types of products and services. 


New Booklet No. 10 “How Business Use! 


Clippings” tells the whole story 


BACON’S CLIPPING BUREA! 


BUSINESS FARM | GENERA 
314 So. Federal St., Chicago 4 
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| §t. Louis Industry, composed of 


Harry L. Hawkins, national ad- | ? g 
|a group of business leaders of the vertising manager of the Philadel- | e 
pe my area, has launched a|phia Evening and Sunday Bulle- | 

| publicity and educational cam-/ tin, has been elected president of | 

| paign with the idea of improving Poor Richard Club, Philadelphia. P E N N M U T U A L 


‘Launches Essay Contest Club Elects Officers 


Federal Reserve Figures on Department Store Sales 


Pe wichita ........ ; |public understanding of labor-| Other officers elected are: James 
behooss yes poyanomeg ag ba City .... ri P F | management relations. As part of|J. D. Spillan, first vice-president; | ar them by 
sales for the week ending May St. Joseph ...... 9 5 14 |the plan an essay contest among|Hareld S. LeDuc, second vice-| “ "9 TTER 
were 11% greater than in the Oklahoma City . 4 — students in the area is being con-| president; A. C. Kunkel, secretary, | 1y-0 LE 
same week of 1946, the Federal PUI: ssa Kk. 5 10 6 |ducted. The winning essays will|and Robert P. Lukens, treasurer. REP. 
Reserve Board has reported. This en District ... 7 18 8 be a age in Fr iow of paid . ——————u«~ t 
nr ge from the previous} fort woth ; bp : | REWwepaper acverusements. nro Book on Video 
week 0 c, however. Houston ........ 20 #14 =~» 16 s | revised edition of “The Fu- 
Greatest year-to-year gains; San Antonio.... 8 11 21 Appoints Gorman A.M. |ture of Television,” by Orrin E. 
were reported in the St. Louis | S®™ Francisco Dist. 15 11 1 Robert E. Gorman, formerly ad-| Dunlap Jr., has been published | 
ighth) district, up 19% from Los Angeles Area 15 19 11 vertising manager of Zellerbach| by Harper & Brothers at $3. The 
(elg Hees p 0 Oakland .. 6... i) * 10 Paper Company, a merchandising | 194-page book discusses all phases 
last year, and in Boston, up 22%. aon wenavioee ji + 6 0 |subsidiary of Crown Zellerbach| of video and contains a long ap- 
The lowest district gain was a 5% -ortland ....... 1 10 3 Corporation, San Francisco, has | pendix chronicling steps in its de- . ie 
iter ; n, Ac , ps in its de 
increase in the Richmond (fifth) | So, 4s**e City. 3 ; ° |been appointed advertising man-| velopment. Mr. Dunlap, an ex-| ae OmOM—a RODUCTS co. 
area. Only three cities failed to —. ~ |ager of the Allstate Insurance| ecutive of Radio Corporation of [EQMWAmee EERIE Can oLT ann 
egister increases: Oklahoma City | "Revised ,; Company, Chicago, subsidiary of | America, has written several books | , 
nad a 4% dollar volume drop oan on Se nee | Sears, Roebuck & Co. ‘on radio. 
I ‘Oo ’ 


Salt Lake City and San Francisco | 
were even with the same week of | 
1946. | 

Based on the 1935-39 index, de- 
partment store sales fell from 310 | 
points May 10 to 273 points May 
17. U. S. department stores’ sales | 
in the past 12 weeks have been | 
176% greater than the 1935-39 | 
average and about 8.7% over the 


DEPARTMENT STORE 


SALES INDEX 


| 
1935-39 EQUALS 100 _ 
| 


Week to May 17, ’47* p.273 
Week to May 10, ’47*. .310 
Week to May 3, ’47*. . .265 
4 Week to May 18, ’46*. .246 
n '] Week to May 11, ’46*. .274 


4 *Not adjusted seasonally. 
ig 4 pPreliminary. 


| 
| 


ae 
ae 


dollar volume for the same period 
of 1946. The index does not meas- 
" ure merchandise volume because 
of of price increases. 


Yr.-to-Yr. % Change 
ll Mo. Week ending 
1d Federal Reserve of May May 
district and city Mar. 10 17 


UNITED STATES.. 12 13 11 


Boston District ... 15 12 17 | s 4 ' @ wr ie ait _ ee ez . +3 res 2 be yt : as a re 
re New Haven ..... 7 8 8 : Re aon. . “ : oe 
EGR a hes 3 5. 21 15 22 | Ve 
Springfield ..... 9 6 9 ; 
Providence ..... 6 9 8 A 
New York District 11 8 ol 
i. eee 11 4 e 
0 Ee 7 16 18 | ™ ‘ 
So a 12 r6 8 , 
| # — 
Rochester de ito Your Prospects at Our Fingertips 
os aoe 9 r20 18 hws 
a Philadelphia Dist.. 16 14 14 ” 
€ Philadelphia .... 18 12 14 _ 
17 Cleveland District. 11 r12 ; : ; . ; ‘ J 
¥ MEA ons ha xs 2 5 3 | The time for dealer direct-mail promotion is now... and A ag 
“ Cincinnati ...... 11 18 11 ; ee 
Cleveland ...... 9 11 il | now more than ever dealer promotions must do a real “iil 
& Columbus ...... 12 7 6 | P ° 
€, Tepe ak se <i sda 15 r6 se OTHER DONNELLEY SERVICES selling job woe 
e Pittsburgh ..... 11 12 15 
ce [§ Richmond District. 9 — r8 5 . .. mew dealers need a boost 
ni Washington .... 10 7 5 . ‘ 
? Baltimore ...... 11 1 6 rae Veees muvee . old dealers need new sparks of enthusiasm 
Atlanta District .. 10 rs 11 Donnelley offers you a highly trained perma- : 
" Birmingham .... 13 14 20 | D . : gde anil atid canta uualite elaahed o00 .. mew hungry markets need to be directed to 
ne —_..... 6 « | emergency velusnen of soquecs quichiy sad your point of sale : 
e, New Orleans .... 19 13 10 | ; efficiently, protecting your good will through- ‘ 4 
n- Nashville ...... 3 2 9 | —iim © out every servicing detail. Bae Such promotion is successful only when the dealer is . 
n Chicago District .. 10 26 12 | &§ if : ; : te 
s, Chicago ........ S 2 1 | ae sold on the campaign... when his best prospects are 
ee... 5 is (8 | 7 : hiaciacsihnplcaamarenins { : sold on the dealer ..and when your product is sold si 
TT sear eh ‘ eo ze “ee . 
Milwaukee ..... 11 3 12 | F : Donnelley mailing lists cover the maximum . © y P 
St. Louis District.. 9 r12 19 | ; number of families that can be reached by j to more people. * 
P Lees — ae or 4 9 | : mail in the United States. Such mailings em- t 7 ; ; 
a a se elu § brace sampling, couponing, mail order or Year after year Donnelley’s dealer help campaigns bring al 
ts Memphis... § 16 16 | ED  Setetventiing Snowe } highly profitable results to many of America’s largest io 
y ee ‘ é 
ty? Minneapolis .... 7 ° ° ; ‘ ‘ d 
: ing advertisers. 
: St. Paul...i-..19 2  § ? CONTEST PLANNING and most discerning adve ' 
-t r om s . ‘ ; ‘ 
Keneas Oly Dist. 13 18 § i AND JUDGING Os To your campaign, Donnelley brings years of direct-mail 
s Denv ee 2 1 ; , 
oy : 1 20 12 / Unique in the business is the merchandising : merchandising experience, a highly successful method of 
bis | } 2 experience, flexibility in servicing, executive ne a. : , 
judging, and financial responsibility which compiling mailing lists of your dealers’ best prospects, and 
i Donnelley offers . . . ample reasons why ‘ ; ac , 
} | For Guaranteed ; Seaienis Mas tiikiod taade ak thew eueer a large highly integrated staff to plan, execute and service 
‘ Cc IRCULATION ? contests sponsored during the past ten years your campaign with care and attention to every detail. 
] : ; , 
F | IN THE POWER PLANTS ; 5 , A representative will be glad to call on you and explain 
, OF AMERICA ( SELECTIVE MARKET MAILINGS 2. } 
. | ) Dien: has daniels bid Glenn fully the Donnelley plan of dealer direct-mail promotion. 
_ IT'S { mailings to selective markets whose merchan- 
n if dising value has been proved by exhaustive 
tests and successful national campaigns : 
| | THE REUBEN H. DONNELLEY CORPORATION 
| A JOURNAL FOR POWER | ae aaa lili — ° 
ENGINEERS tnt ies adult Hs se ea 
| 4 So. 15th S. 176 W. Adams £ ee oe. 350 EAST 22nd STREET 305 EAST 45th STREET 727 VENICE BOULEVARD 
Phila. 2, Pa. Chicago 3, Il. pe ee s., ee ; Rey. 2 9 CHICAGO 16, ILLINOIS NEW YORK 17, WN. Y. LOS ANGELES 15, CALIF. 
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Huge Ind Class 


DeficitRemains 
in Postal Bill | 


WASHINGTON — The House post 
office committee estimated last 
week that the expenditures as- 
signed to second class mail will 
exceed revenue by $151,700,000 in 
1948, even if Congress approves 
rate changes proposed in H.R. 
3519 (AA, May 26). 

At the same time, the commit- 
tee saw a continuing deficit of 
$47,000,000 for third class, and 
$2,400,000 on catalogs, but pre- 
dicted that parcel post and most 
other postal services would ap- 
proach a self-sustaining basis. 

The committee’s report (House 
Report No. 410), explaining the 
proposed rate bill, makes no effort 
to argue one way or another. It 
is confined entirely to a factual 
explanation of the changes that 
would occur if the bill is adopted. 

In referring to “deficits,” it ac- 
cepts the “ratio of costs to reve- 
nues” as shown by the Post Office 
“cost ascertainment report” as 
“the best figures generally avail- 
able.” 

From the start, departmental 


tional, 


Congressionally 
erans’ publications, $25,892,000. 


and other experts had conceded | 
that the committee could do little | 
more than dent the $160,000,000 | 


“deficit” charged to second class. | 
| 
100% Increase Sought 


The department had proposed a | 
%4-cent-per-piece charge on each | 
second class item as a new reve-| 
nue-raising device in addition to 
the regular pound and zone rates. | 
Of departmental suggestions for | 
second class totaling $33,200,000— | 
a 100% increase—the committee | 
approved only pound and zone rate | 
increases amounting to $8,200,000. | 

As the committee sees it, the) 
second class increase falls this| 
way: 

From 1,985 daily news- 

RE $2,800,000 | 
From 10,600 weekly, . 
*semi-weekly, tri- 

weekly newspapers... 
From 300 newsmagazines 

with “expeditious han- 
dling” and Sunday edi- 
tions of daily news- 

SE fan Cds eR ERAS 
From 8,000 magazines 

(including 750 agri- 

cultural, 700 business, 

600 scientific, 3,050 re- 

ligious, educational).. 3,650,000 

Even with these increases, the | 
deficit from daily mewspapers 
would amount to $44,800,000 (in 
addition to $7,200,000 incurred in 
handling of “free in county” de- 
livery at non-carrier offices). For 
weeklies, tri-weeklies and semi- 
weeklies, the deficit would be 
$17,200,000; for newsmagazines 
and Sunday newspapers, $9,600,- 
000; for general, business, agricul- 
tural and trade magazines, $35,- 
150,000; and for non-profit educa- 


350,000 | 


1,400,000 


PREMIUM 
MAILING 


CONTEST : 
JUDGING 


BRUCE RICHARDS g& 
CORP. Py 


131 E. 23rd St., New York 10 


“ : : 
PRS SUES BOE a 


scientific, 
fraternal, 


labor, philan- 
religious and 
chartered  vet- 


thropic, 


Refuses Postcard Rate 


The committee explained that 
it had refused the Post Office pro- 
posal for a 2-cent postcard in 
order to keep the postcard rate 
identical with the minimum 
charge for bulk third class 
(nearly 90% of postcards are used 
for commercial purposes, the re- 
port said). 

It admitted that the cost of 
handling a postcard is virtually 
the same as that of handling a 3- 
cent letter, about 2% cents. 

The bill provides for a 2-cent 
fee on individually mailed third 
class, and an increase of 2 cents 
in the present 12-cent-per-pound 


rate for bulk third class. The 
committee retained the 1-cent-per- 
piece charge on circulars and 
other matter mailed under permit, 
though the department has asked 
1% cents, and the National Coun- 
cil of Business Mail Users offered 
1% cents. 


Greater Expenses Seen 


In all, 417,791,109 pieces of 
third class were handled in 1946, 
the committee said, for a_ total 
income of $83,131,096. With ex- 
penses of $135,273,293, third class 
showed a deficit of $52,142,197. 
This would be trimmed by $13,- 
000,000 under the proposed rates, 
but the remaining deficit would 
amount to $47,000,000 because of 
additional expenses anticipated in 
1948. 


The new catalog zone rates 
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10,600 weekly, etc 


5,041 non-profit 


2ND CLASS MAIL DEFICIT, PERCENTAGEWISE 


1,985 daily newspapers...... 34.53 
10,900 non-daily newspapers. . 18.94 
8,000 magazines and others. .36.99 
5,051 non-profit organizations. 9.54 

Estimated loss figures (in millions) include: 


%ofall%ofall % % % 

weight pieces cost revenue deficit 
36.39 34.23 32.52 34.61 
17.87 18.74 20.24 18.41 
25.74 30.24 39.41 28.18 
20.00 16.79 7.83 18.80 


1,985 daily newspapers.......... 
300 newsmagazines and Sunday papers. 


8,000 “other” publications....... 


—~ 


Income Expense Loss 
nae a $10.0 $57.6 $47.6 
Teenie 1.3 15.8 14.4 

4.8 15.8 11.0 
Jia eles 2.4 28.3 25.9 
rrr e 12.1 50.9 38.8 


ranging from 7% to 15 cents, 
compared with the present 5 to 11 
cents, are expected to raise $6,- 
500,000, leaving a deficit of $3,- 
400,000 in 1948. Book rates are 
increased about $2,000,000 a year, 


leaving a deficit of $2,300,000. 
Increases for parcel post, reg- 
istry, C.O.D., money orders and 
insurance are about 30%, closely 
resembling the Post Office Depart- 
ment proposals, which were de- 


An important announcement 


to advertising and sales executives 


who sell to the aviation market 


McGraw-Hill announces a new magazine... that presents for the 


first time, the story of both the technical and tne news developments that 


together make up aviation progress ...in their entirety, week by week 


EVERYTHING THAT HAPPENS 


happens fast. 


Speed is vital to every phase of aviation develop- 

ment—to engineering as well as to operation, to 
c 

production or maintenance, to design or distribu- 


tion .. 


tion alike. Aeronautical intelligence must be relayed 
rapidly—interpreted accurately and swiftly—so that 


men may act upon it right now. 


To meet today’s need for fast communication of the 
continuing story of aviation’s technological ad- 
vancements as well as its important headline news 
—to present both technical and non-technical news 


. in military, private and commercial avia- 


in aviation 


developments in correct relationship in one com- 


pact, complete, timely magazine... 


nalism. 


Aviation News. 


McGraw-Hill begins publication 
Monday, July 7th, of Aviation WEEK 


AVIATION WEEK is a new concept in aviation jour- 


It is built upon the authoritative technical base of 
Aviation and upon the successful news base of 


It will tie together the research, design, engineering 
and production content of Aviation with the high- 
interest news presentation of Aviation News... 
and deliver them in one compact editorial pack- 
age to the subscriber's desk every week. 
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signed to make these _ services 
nearly self sustaining. “Since the 
postal services are services to an 
individual and are not so much 
affected with so direct a public 
interest, it was the opinion of the 
committee that these _ services 
should as nearly as possible pay 
the costs involved,” the report 
explains. 


Promotes McGuigan 


James V. McGuigan, general 
manager of Edmanson Bock Cater- 
ing Company, Chicago, has been 
appointed executive vicerpresi- 
dent of the company. Mr. Mc- 
Guigan will be instrumental in the 
expansion and reorganization of 
plant operations and merchandis- 
ing, promotional and advertising 
campaigns of the company’s new 
frozen food line, under the brand 
name of Ebco. 


Candy Sales Hit 
Peak, Industry 
Study Discloses 


Cuicaco—Confectionery sales 
last year totaled $687,000,000 at 
wholesale, an all-time high. The 
dollar volume was 10% over in- 
dustry income in 1945 and $29,- 
000,000 over sales in 1944, the 
previous peak year. 

These figures were reported at 
the 64th annual convention here, 
last week, of the National Con- 
fectioners’ Association, by George 
F. Dudik, foodstuffs division, De- 
partment of Commerce. His report 


was based on a statistical study 
financed by the NCA. 

The record-breaking dollar vol- 
ume, Mr. Dudik pointed out, re- 
sulted from rising prices—sugar 
prices having gone up 60% and 
cocoa beans—basis for all choco- 
late—zooming 300%. 

“The termination of price con- 
trols in the autumn of 1946 
brought rises in prices for candy 
ingredients and for various lines 
of finished confectionery,” he said. 
“The 1946 general increase in the 
average wholesale price at which 
producers sold candy is estimated 
at four cents per pound. This rise 
brought the 1946 average whole- 
sale value of candy up 28.2 cents 
per pound, which was about 
double the depression level prices 
of the early ’30s.” 

His report showed heaviest de- 


creases in physical 


chocolate - covered bars, penny 


candies and non-chocolate bulk | 
|and advertising, Mars, Inc., Chi- 


confectionery. There were also 
heavy decreases in non-chocolate 
bars and in package goods retail- 
ing at less than 50 cents a pound. 


Poundage of package goods selling | 


at $1 or more a pound increased 
more than a third, he said. 


Seventeen Pounds Per Person 


The report shows that confec- 
tionery consumption per person in 
the nation last year ranged from 
9.5 pounds in Kentucky to 34.2 
pounds in Utah, with the U. S. 
average about 17 pounds. About 
2.4 billion pounds of candy were 
consumed. 

The 2,000-odd NCA members 
and others at the convention heard 
talks on sales, production, sanita- 


But AviaTIon WEEKX is far more than a simple com- 
bination of Aviation and Aviation News. It is a new 
magazine from cover to cover, incorporating in- 
valuable new features and departments. It is styled 
for easier, faster reading. You'll find it more com- 
pact than any aviation magazine you now know. 
New high-speed presses and faster mailing equip- 
ment will make possible the fastest production 
schedule ever attempted in aeronautical publish- 
ing—speeding the week’s news through the mail 
within 24 hours after press closing. 


More technical editorial content than Aviation 
Through fast weekly timing, expanded staff facilities, 
brisk, informative, technical reporting and analysis, 
more compact type, AVIATION WEEK will deliver to its 
readers more extensive and more intensive coverage of 
technical developments than now possible in any 
monthly publication. 


Broader news coverage than Aviation News 
Broader staff coverage of all developments, more pic- 
tures and an extremely fast production schedule will 
enable AviATION WEEK to give even better and more 
up-to-the-minute news coverage than now delivered 
in Aviation News. 

Plus such important new editorial features as... 
“The Aviation Week”—a briefed perspective of the 
entire aviation picture of the week, designed especially 
for busy readers. “Aviation World News”—made pos- 
sible through the world-wide news facilities of the 


McGraw-Hill International Corporation. “Aviation In- 
dex’”— a factual, statistical report on current aviation 
progress in military, commercial and private aviation. 


Largest, most experienced editorial staff 

in aviation publishing 

To produce a magazine of the scope and speed of 
AVIATION WEEK requires an adequate and thoroughly 
experienced editorial staff. Aviation WEEK will be 
manned by the combined staffs of Aviation and Avia- 
tion News, the largest group of editorial specialists of 
any aviation publication. At their disposal will be the 
services of the McGraw-Hill Economics Staff, the 14 
McGraw-Hill Domestic and Foreign News Bureaus and 
more than 100 correspondents in every important news 
center of the world. 


Aviation Week is edited for everyone in 

the aviation business 

AVIATION WEEK is edited for all men who make their 
living in aviation or allied interests. Your customers 
and prospects in military, transport or private aviation. 
They may make, use, sell or service airplanes. They 
may operate an airport or an aviation school. Their 
interest may be financial, legal or governmental. They 
may be purchasers or vendors. Whatever their interest, 
Aviation Week is designed to keep them fully abreast 
of every important business and technical development 
in aviation. 


AviaTION WEEK is a long forward stride in modern 
aviation journalism. It is born of the longest record of 
publishing experience in the aviation field. We propose 
to make it the finest magazine in aviation history. 


A “Pilot” issue of Aviation Week is just off press. Ask to see aopy 


... f you would like to see precisely what the new magazine contains. 


Aviation Week 


Wf £&x 


INCORPORATING AVIATION AND AVIATION pair A McGRAW HILL PUBLICATION 


McGRAW-HILL PUBLISHING CO., 
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47 
tion and other matters in four 
days’ sessions. 

Victor H. Gies, director of sales 


cago, stressed the importance of 
the industry’s “Balanced Selling” 
program, launched 15 months ago. 
It aims at training wholesale 
salesmen to “become merchandis- 
ing consultants for the retailer.” 

Mr. Gies urged all NCA mem- 
ber manufacturers to persuade 
their wholesalers to cooperate in 
the program. “Consumers are 
mathematical certainties,” he ex- 
plained, adding that “the big ques- 
tion is: Can the retail outlets 
obtain their rightful share?” 

“It is crystal clear,” he said, 
“that 40,000 to 50,000 wholesale 
candy salesmen calling upon the 
1,000,000 candy retailers can help 
those retailers to bridge the gap 
between production and distribu- 
tion. The wholesaler’s salesman, 
properly coached in the principles 
of merchandising, creative and 
promotional selling for the retail- 
ers, is the vanguard to our ob- 
jective.” 


New NCA Film Shown 


James F. Mulcahy, NCA mer- 
chandising director, reported that 
NCA brochures on sales training 
have been requested by many 
other industries, that more than 
5,000 wholesalers and salesmen in 
25 key markets have attended 
NCA merchandising meetings, that 
the U. S. Office of Education has 
helped conduct training classes, 
and a number of 10-hour classes 
have started. 

At Tuesday’s luncheon meeting 
members were shown a new NCA 
motion picture, “Candy and Nu- 
trition,”” produced by RKO-Pathe, 
which emphasizes candy as an 
energy food. 


Schaeffer Succeeds Birch 


as Orr Executive 


Peter Schaeffer, formerly an ac- 
count executive with J. Walter 
Thompson Company, has joined 
Robert W. Orr & Associates, New 
York, as an account executive for 


all Jergens products, Puck—the 
Comic Weekly, and Dell Publica- 
tions. 

He succeeds Chester T. Birch, 
who resigned in April (AA, April 
7) as vice-president of the agency 
to join the Andrew Jergens Com- 
pany, Cincinnati, as vice-president 
in charge of advertising on all 
Jergens and Woodbury products. 


Joins Artophone 


Edgar W. Fehrmann, formerly 
advertising manager of George 
Koch Sons, Evansville, Ind., has 


joined Artophone Corporation, St. 
Louis wholesale distributor, in the 
same capacity. 
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eae Plans to Merge All 
Railroads into 15 Groups 


Seeks Union Pacific 
for ‘Own' System; 
Federation Grows 


By LAWRENCE M. HUGHES 


New YorkK—Soon after he be- 
comes chairman of the board and 
active boss of the New York Cen- 
tral—probably this summer— 
Robert Ralph Young may be ex- 
pected to move vigorously to get 
control of another of the nation’s 
Big Six railroads, the Union Pa- 


’ cific. 


The UP would be the second 
major link in the first coast-to- 
coast railroad system, which he 
plans to establish. 

Mr. Young’s Chesapeake & Ohio 
already has enough stock—about 
7.5%—to exercise working control 
of the New York Central. He told 
ADVERTISING AGE that he believes 
the Interstate Commerce Commis- 
sion will approve within three 
months the election of himself and 
of Robert J. Bowman, C&O presi- 
dent, to the Central’s board. 

Replacing the MHarrimans in 
control of the UP, Robert Young 
believes, would not be more dif- 
ficult than his replacement of the 


Vanderbilts at the helm of the | 


New York Central. 


Have 2% Total Stock 


Of a total of about 2,200,000 
shares of Union Pacific outstand- 
ing, he explained, the Harrimans 
—W. Averell, Secretary of Com- 
merce, and E. Roland, UP chair- 
man—have slightly more than 20,- 
000 each. Thus the present Harri- 
man “interest” is only about 40,- 
000 shares or about 2% of the UP 
total. A lot of shares are avail- 
able in the open market. 

Mr. Young was interviewed in 
the new offices of his Federation 
for Railway Progress, which has 
taken the entire 45th floor of the 
Chrysler building. 

The day before, the ICC had 
approved acquisition by the At- 
lantic Coast Line of the Florida 
East Coast Railroad. 

This action, he said cheerfully, 
“revived my hopes’ of ICC bless- 
ing on further railroad consolida- 
tions. “Congress has declared that 
the railroads should be consoli- 
dated into larger and more ef- 
ficient units,” he pointed out. “The 
ICC has been empowered since 
1930 to approve them.” 


Map to Show Systems 


Within a month, Robert Young | 


will complete a map showing how 


he thinks the nation’s present 132 | 


Class I railroads (more than one- 
fourth of which are now in re- 
ceivership) should be combined 
into 15 strong regional systems. 
He will also show how these can 


be linked effectively from coast | 


to coast. 

Instead of eliminating competi- 
tion, he emphasized, such strong 
and independent systems would 
stimulate it. 


This Robin Hood of the Rails | 


has met sharp reverses, but also 
has made some real progress, 
since he outlined at Palm Beach 
last winter (AA, Jan. 13 and Jan. 
20) his three big objectives: 

1. A 4-4 decision of the Su- 
preme Court, sustaining a lower 
federal court, cost him the Pull- 
man sleeping car business, which 
went to a group of railroads 
headed by the New York Central, 
Pennsylvania and Union Pacific. 


Surprised by Vote 


(Regarding almost everyone in 


power in Washington and Wall 
Street with a cynical eye, Mr. 
Young said he was surprised that 


| even four justices favored his bid, 
| which was supported by the De- 
partment of Justice. In fact, he 
|now believes that had not Justice 


| Jackson barred himself, the de- | 


| cision would have been 5 to 4 in 
his favor.) 

2. On the plus side, he has ac- 
quired working control of the 
New York Central—subject to 
ICC approval—as a strong nu- 
cleus, with the C&O group, of a 
nationwide railroad system. He is 
bidding also for control of the 
Missouri Pacific, as a western 
alternate to the stronger Union 
Pacific. 


Nickel Plate and Pere Marquette, 
Mr. Young’s new Federation for 
Railway Progress has weaned no 


railroads from the “moribund, 
banker-controlled” Association of 
American Railroads. . 


But in its first three months the 
federation has signed 13,507 mem- 
bers, both individuals and cor- 
porations. 


Ten ‘Sustaining’ Members 


Of these 6,187 are “public” 
members ($2 minimum dues an- 
nually) and 7,251 are railroad 
securityholders ($2 minimum). 
There are 59 “institutional” mem- 
|bers ($100 minimum), including 
| 24 banks, 24 shippers, 10 invest- 
/ ment houses, and one unclassified; 
| and 10 “sustaining’ members 
($1,000 minimum), including the 
three roads in the C&O group and 
seven railroad suppliers. No rail- 
road labor union has yet joined. 

“The federation’s growth thus 
far,” he said, “has been slow but 
healthy. I’m gratified with it. I 
was never hopeful that the rail- 
roads would join until we can 
break the banker monopoly which 
controls them. We may start to 
do this through our control of the 
New York Central.” 

Mr. Young claimed that the As- 
sociation of American Railroads is 
dominated largely by the New 
York Central, Pennsylvania and 
the Union Pacific and their re- 
spective banking houses—J. P. 
Morgan & Co., Kuhn, Loeb & Co. 
and Harriman & Co. Although 
these three roads contribute only 
23% of the AAR’s annual budget 
of $5,988,000, he asserted, “their 
influence in the association and on 
the railroad economy as a whole 
is even greater.” 


Builds Own Mail List 


The “banker monopoly,” he ex- 
| plained, has prevented the federa- 


| tion, until now, even from getting 


holders. 


3. Other than his “own” C&O, | 


—_ 


} 
| 
| 


| support to bear on our program | light-weight trains will 80 from 
\for efficient and profitable rail-| coast to coast in 36 hours. 


How Can Slave Railroads 
Serve the Public? 


About one-fifth of the country’s railroad mileage is held’in bondage to 
“voting trusts” or will soon be delivered to them. The stockholders of these 
roads will have no voice in their management. Let’s urge Congress to act! 


What's Free About This Enterprise? 


dade eerie ieee Why We Are Short of Box Cars 


Robert BR Young, Charman 


Advisery Commition Edward R. Stettinias Je. Chairman 


THE AD YOUNG DIDN'T RUN—This newspaper ad was prepared a couple of 
months ago by Robert R. Young and Kenyon & Eckhardt for insertion by the 
Chesapeake & Ohio. It was too “frank” even for the C&O. Somewhat modified, 
it has been turned over to Mr. Young's Federation for Railway Progress to be 
placed—probably soon—through its agency, Walter Weir, Inc. 


Federation For Railway Progress 


Terminal Tower, Cleveland 1, Ohve 


Hon Charles Edison, Albert S Goes, Adm. William F. Halsey 


} 


Philip LaFollette, Hom. Clare Booth Luce, M. Lincole Schuster 


William C. MacMillen Jr., presi- 
dent, and Thomas J. Deegan Jr., 


public relations director of the 


federation, have just started a 
swing around the country, in 
which Mr. MacMillen will present 
the federation’s goals before serv- 
ice clubs, chambers of commerce 
and other groups. 

Just as each ad carries a coupon 
for membership, the federation 
executives carry membership 
“order blanks” with them. At 
some meetings, 60% of attendees 
have signed them. 

Despite all these activities, Mr. 
Young emphasized that the fed- 
eration is operating at “a bare 
minimum” of expense. Its costs 
thus far have been $10,000 less 
than the dues which the three 
C&O roads previously paid to the 
AAR. 

“We intend,” he said, “to spend 
every new member dollar on ad- 
vertising—to get still more mem- 
bers, and thus to bring the great- 
est possible public and industry 


| roads. 


| 


May Contact Each Road 
“Already, such major roads as 


complete lists of railroad stock-| the New York Central and Penn- 
The federation built a | sylvania are learning some things 


list of 500,000 of them, and then | from our campaign—and are be- 
reduced it to 350,000 by eliminat-| ginning to do something about 
ing duplications of stockholders in| them. We may take the courtesy 


several roads. Mr. Young 


now |reports to the 


individual roads 


believes that the net number of | concerned.” 


individual railroad 
| in the country is about 750,000. 


stockholders | 
| more 


Robert Young intends to run 


“shocker” ads—such as 


(“Incidentally,” he told AA, “I| those, last year, on the “hog” and 


hear that the AAR is thinking of | on “rolling tenements.” 


organizing railroad stockhold- 
| ers!’’) 

The federation has established 
headquarters in Alleghany Cor- 
poration’s Terminal Tower, Cleve- 
land; has hired a number of peo- 
ple (including several from the 
airlines); has launched a monthly 
member publication, Railway 
Progress, and has started a news- 


paper campaign, through Walter 
Weir, Inc., New York. 
Insertions thus far have em- 


phasized the need for railroad em- 
ploye courtesy, offering passen- 
gers a “report card” on which to 
express themselves, and the need 
for better railroad equipment. 
The federation also may run an 
ad soon on “slave railroads” under 
banker-controlled voting trusts. 


Although 


'the C&O continues to promote 


| new 


services—credit cards, “no 


| debt. 


| 
| 


_ tipping,” hotel reservations, etc., | 
| through Kenyon & Eckhardt—the 
| federation will sign Mr. Young’s 


“institutional” messages, includ- 
ing the shockers, through Walter 
Weir, Inc. 


Unlike the Pennsylvania and | 


the New York Central, the C&O 
itself continues busy and profit- 
able, Mr. Young said. “All major 
roads are operating at a lower 
traffic level than two years ago— 
and all at less than reasonable 
profit levels, if not actually at a 
loss. In May, however, the C&O 
carried record coal and merchan- 
dise traffic. Its business is bigger 
today than during the war... For 
one thing, our advertising cam- 


paign has opened many traffic 
doors.” 

But he emphasized that the 
C&O group cannot remain an 
island of growth and prosperity in 
an ocean of backwardness and 
Its progress — financially, 
technically and in public service 
—should be applied to all the 
railroads. 

Currently, the C&O group has 
introduced inter-train radio and 
intends to install on trains a com- 
bined radio and radar signal sys- 
tem. It plans to start tests soon 
of a trailer-type, all-aluminum, 
low-center-of-gravity railway car 
weighing about 1/17th as much as 
a present Pullman car. And it has 
contracted with an airplane engi- 
neering firm to design a Diesel or 
gas turbine locomotive with top 
speed of 150 and average speed of 
100 miles an hour. 


Coast to Coast in 36 Hours 


Robert Young visualizes that 
“within three to five years, such 


But in technical research, as in 
promotion and other activities, the 
whole industry should join. “The 
AAR,” he said, “should have spent 
millions of dollars annually on 
such research. The railroads 
should have joint laboratories and 
proving grounds on a bigger scale 
than those of General Motors for 
automobiles. All the major roads 
should contribute $20 or $25 mil- 
lion annually for such work. The 
C&O slone would gladly pay 
$500,000 toward it. 

“Railroad progress must come 
cooperatively. Everyone con- 
cerned in any way with the rail- 
roads must unite to fight the 
vested interests which fight 
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cific, and Missouri Pacific-Denver 
& Rio Grande-Western Pacific. 
His Alleghany Corporation 
already has interests in the Rock 
Island and Missouri Pacific. 


No Interest ‘At Present’ 


But the -conversation reverted 
to the Union Pacific. “We have 
no interest in the UP at present,’ 
he explained, “but it could be ac- 
quired.” Although he has often 
referred to the Harrimans’ UP as 
a “keystone of monopoly,” and 
has assailed Averell Harriman, 
among other reasons, as the au- 
thor of “the notorious Western 
Agreement” to curb railroad 
progress, Mr. Young said that he 
has met Mr. Harriman “once or 
twice,” and “we are not un- 
friendly.” 

Under that agreement, the west- 
ern roads were charged by the 
Department of Justice with acting 
jointly to slow down freight 
schedules, postpone introduction 
of air conditioning on passenger 
trains, and virtually to “prohibit 
advertising.” 

The Union Pacific already has 
a substantial stock interest in the 
New York Central. 

A personal link between Mr. 
Young and Mr. Harriman—should 
one prove necessary—may be Ed- 
ward R. Stettinius Jr., chairman 
of the advisory council of the Fed- 
eration for Railway Progress, and 
a friend of both. 


Encouraged by Membership 


Despite all the things Mr. 
Young has said about bankers, he 
is pleased with the fact that 34 
banks and investment houses 
already have become members of 
the federation. 

Even conservative bankers 
should have no trouble agreeing 
with him that “the first thing in 
the rehabilitation of the railroads 
must be a sound credit basis. The 
railroads must attract new capital. 
They have got to find the way to 
pay capital a reasonable return. 

“Modern equipment and ade- 
quate rolling stock is part of the 
answer. (Between 1920 and 1947 
the number of freight cars in 
service was reduced from 2,322,- 
000 to 1,760,000.) The railroad: 
need to be regrouped into fewer 
and more effective systems—able 
to compete effectively not only 
with each other but with other 
carriers. 

“And the railroads need to ad- 
vertise. Progress must be pro- 
moted.” 


CAB Meets in Alberta; 
Airs First Canadian FM 


The annual convention of the 
Canadian Association of Broad- 
casters will meet for four days 
starting June 9 at Jasper Park 
Lodge, Alberta. Canada’s firs! 
frequency modulation station to 
broadcast its own programs will be 
on the air at that time, for whic! 
FM receivers will be installed in 
bungalows and cabins to provid: 
14 hours of entertainment daily. 

Judge Justin Miller, president 
of the National Association o! 
Broadcasters, will be the prin- 
cipal guest speaker. Open session 
for discussion of CAB and indus- 
try problems will deal with 
proposed wax network for inde- 
pendent stations and the summer 
meeting of the Parliamentary com- 
mittee in Ottawa. 


change. We've got to provide an 
audience for the fellow with a 
new idea.” 

Light-weight, 100- or 150-mile- 
an-hour trains, he explained, be- 
long primarily on railroads large 
enough to provide scope and fa- 
cilities for their operation. The 
linking of the New York Central 
with the C&O is one step toward 
such a system. “But that is just 
a starter.” 

West of Chicago, Mr. 
mentioned several possible links 
in his proposed coast-to-coast sys- 
tem: North Western-Union Pa- 
cific; Rock Island-Southern Pa- 


Young | 


Appoints Spoonamore 

E. B. Spoonamore, in the mer- 
chandising department of th 
sales promotion division, has been 
|appointed advertising manager of 
|Seiberling Rubber Company, 
Akron, succeeding Earl H. Cool 
John Paul Kelley of the adver- 
| tising department has been name 
to succeed Mr. Spoonamore. 


WGN Elects Two 


Frank P. Schreiber and Hen: 
D. Lloyd Jr. have been elected 1 
the board of directors of Statio: 
WGN, Chicago, succeeding thi 
late Joseph Medill Patterson, anc 
Henry D. Lloyd Sr., retired. 
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Broadcasters Find 
+ White Bill Short 
} of ‘Emancipation’ 


(Continued from Page 1) 
of applications would be elimi- 
nated by the legislation. 

The commission would be spe- 
cifically prohibited from discrim- 
inating among persons on the basis 
of race, religion, political affilia- 
tion or kind of occupation or 
business. 

This provision would knock out 
any possibility of a “newspaper 
ownership” rule, and would out- 
law many of the others used by 
FCC in judging applicants for a 
frequency. 

Senator White, whose experience 
in radio legislation traces back 
to the origin of the existing 14- 
year-old communications aet, ex- 
plained that the proposed act 
(S. 1333) has been made as spe- 
cific as possible “to prevent elastic 
stretching of the words of the 
statute into tortured construction 
which go beyond Congressional 
intent.” 


Resembles Former Bill | 


As the Republican majority | 
leader of the Senate and the | 
chairman of the interstate and 
foreign commerce committee, | 
which handles radio law, he was | 
instrumental in having an iden- 
tical measure (HR. 3959) intro- 
duced by Rep. Charles Wolverton | 
(R., N. J.), chairman of the House | 
interstate and foreign commerce | 
committee. | 

For broadcasters, the specific | 
provisions governing political) 
broadcasts and the grant of time | 
for discussion on controversial is- | 
sues raise troublesome policy is- | 
sues. Four years ago, virtually | 
identical proposals led the indus- | 


| try to turn its back on the White- | 


Wheeler bill, designed to stem the | 
policy-making of FCC Chairman 
James Lawrence Fly. 

While the new bill specifically 
tells FCC to stay out of the busi- | 
ness side of station operation, it | 
writes into law the full details of 
the commission’s network “‘monop- | 


oly” rules, and most of the “duop- | 


oly” regulations. 


Many Network Rules 


the bill | 
prohibits any station from | 


Under network rules, 


ing a contract or arrangements: 

1. Preventing the station from 
broadcasting programs of other 
networks on non-option time, or 
on option time where the option 
is not exercised; 

2. Hindering another station in 


substantially the same area from | 
broadcasting network programs | 
not taken by itself, or which pre- | 


vent a station serving a different 


area from handling these pro- 


grams; 

3. Giving any network an un- | 
specified period of option time, or | 
me or more networks options 
totaling more than 50% of oper- 
ating time, or more than two of) 
iny three successive hours; 

4. Preventing the station from | 


refusing unsatisfactory programs. | 
Other network rules in the bill} 


The management man's \ 
preferred source of daily /% 
business news in the nation’s 
greatest industrial area 

=the Central West. 


| prevent 


contracts binding for 
more than three years, or auto- 
matically renewable, or with op- 
tions exercisable in less than 56 
days. 

FCC is to regulate only the 
mechanical aspects of networks, 
but the bill provides that no in- 
dividual or corporation shall con- 
trol more than one competing net- 
work. 

As to the “duopoly” rule, the 
bill provides that no persons shall 
own or control or be the licensee 
of more than one station in any 
single broadcast band when such 
stations cover substantially the 
same area. 

FCC is specifically prohibited 
from fixing the number of stations 
that may be licensed to any per- 
son, but it is instructed, in acting 


upon an individual license, “to! 
make and maintain a fair and 
equitable distribution of radio 
broadcast facilities as between 
various applicants therefore.” | 

“It is obviously poor public | 
policy to permit a field already | 
limited by natural law to be 
monopolized by a relatively few 
users,” Senator White said. “It 
is axiomatic in a free democratic 
society that competition not be 
restricted by statute and _ that 
monopoly be avoided.” 


Lessens Chairman’s Status 


To guard against “monopoly,” 
FCC, he said, must see “that no 
person shall own or control or be 
the licensee of broadcast stations 
in any single band which in the 


ice for more than 25% 


United States.” 


aggregate provide a primary serv- 
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of the | of handling transfers which rules 

continental | out the “competitive bidding” im- 

plications of the procedure adopted 

of the bill| by FCC following the sale of 
| WLW to Avco Mfg. Corporation. 


population of the 


Other provisions 
which have more or less sppen 
to broadcasters are: 

1. Authorization of a “cease | 
and desist” procedure as a substi- | ‘Keynote to Kessler 
tute for license revocation for first| Frank Trevor Kessler Advertis- 
offenses or relatively minor rule | ing, Philadelphia, has been ap- 
infractions. | pointed to handle the advertising 

2. Reduction of the FCC chair- | of Keynote Recordings, Inc., New 
man to administrative stature, | ork. 
minimizing temptations for “cru- | 
sading” on the part of the com- | 
mission. 
3. Appointment of three com- | 

| 


missioners to deal exclusively | 
with broadcast matters and three | 
to specialize in “common carrier” | 
regulation. 

4. Creation of a new method | 


| 
| 
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Simtex Introduces 
Medium-Price Line 
in Publications 


(Picture on Page 63) 

New YorkK — Readers of con- 
sumer and business publications 
will soon learn, if they haven’t 
already done so in the past six 
months, that today’s name for the 
“napery of the nation” is no longer 
Rosemary, but Simtex. 

Last spring, Resemary Sales, 
long-established textile sales di- 
vision of the Simmons Company— 
which makes Beautyrest mat- 


"Nutshell" Course in 
TOP FLIGHT COPYWRITING 


New, 


condensed 12-lesson course . . . gives 
big-agency copy technique in simple, step-by- 
step form. Wonderful for “cubs” and all 


wishing to advance in the profession. In- 
cludes principles of layout design, type 
specification, etc. Only $1.00 vostpaid. 
Money back in 5 days if not satished—but 
you will be! ADCO COURSES, 3538-A 


Bevis Ave., Cincinnati 7, Ohio. 


tresses—changed its name to Sim- 
tex Mills, and decided to promote 
the new Simtex brand not only 
in institutional napery fields but 
in the mass consumer market as 
well. 

For years, Rosemary has been a 
synonym for cotton damask nap- 
ery used for public dining—in 
hotels, restaurants, clubs, hos- 
pitals and railroads. Rosemary 
obtained material from its Rose- 
mary Mills in the South. The 
tablecloths, napkins and _ yard 
goods were promoted in business 
papers in the institutional field as 
the “napery with the permanent 
Baseo finish” which imparts a 
linen-like finish. Rosemary sup- 
plied crested napery for almost 
all the well-known railroads, for 
the better hotels, for airlines and 
a host of other organizations. 

The new Simtex brand, iden- 
tical in every way except in name, 
will continue to be promoted in 
the institutional market, and a 
moderate-priced line will be mar- 
keted to consumers. Ranging from 


$1 to $10, Simtex consumer items 
will include tablecloths and nap- 
kins, bedspreads, flannelette sport 
and work shirts. Trade merchan- 
dise includes flannelette for night 
wear, mattress ticking, furniture 
and decorative fabrics. 

First consumer advertisements, 
introducing the “Simtex family” 
and stressing the brand name, ap- 
peared this spring, with four-color 
pages in April and May issues of 
Better Homes & Gardens and May 
and June issues of Good House- 
keeping and Household. A third 
advertisement, promoting specific 
items, will appear in the same list 
next fall, followed by a Christmas 
campaign. 

The Lavenson Bureau, Phila- 
delphia agency, handles the ac- 
count. 


Names Eshleman 


E. E. Eshleman has been named 
manager of the Chicago office of 
the Radio Advertising Company 
to succeed R. L. Swats Jr., who 
has joined the Chicago sales staff 
of Collier’s. 


RATES: 60c per 


25 letters and s 
‘noon, 11 « 


per column inch. Regular card discounts on multiple insertions and space over 5 inches pre on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 


Advertising Age, June 2, 1947 


rate of $9 © 


POSITIONS WANTED 


Industrial Advertising—Publicity 
Nine year background of successfw] 
engineering—hard-hitting advertis- 
ing. Eager to make advertising pay 


Advertisin 


185 N. Wabash Ave., Chicago 


PUBLICITY AND ADVERTISING 
MAN WANTED 
to take charge of House Organ, Ad- 
vertising, Promotion and Public Re- 
lations. Pleasant and low cost liv- 
ing conditions, comfortable housing 
in our friendly community, twenty 
miles south of Meridian, Mississippi. 
Write to: 
STONEWALL COTTON MILLS 
Stonewall, Mississippi 


Why industrial leaders choose 
ILLUSTRAVOX two-way training 


UICK, graphic Illustravox two-way training is the 

most effective, the least expensive. Trainees learn 

up to 55% faster, and remember as much as 70% longer 
than under tormer training methods. 


@ @ Attention-arresting pictures and spoken words 
command trainee interest. There are no sleepers, no 


slidefilm equipment now in use. In all types of sales, 
industrial and service training, business leaders agree, 
Illustravox two-way training is the one best way. Plan now 


to put Illustravox to work for you. Place your order 


talkers. Your message is seen and heard, quickly and easily 
learned. Presented in the home office or in the field, it 


always carries the authoritative voice of headquarters. 


@ @ @ Field-tested and proved in peacetime and 
war, Illustravox comprises over 80% of all sound 


ILLUSTRAVOX 


today. The Magnavox Company, IIlustravox Division, 
Dept. AA-6 Fort Wayne 4, Indiana. 


* * * 


See “The Illustrated Voice.” Outstanding commercial film 


of the year, it shows how Illustravox can best be applied to your 


training and selling needs. Ask your Illustravox dealer or film 
producer for a showing today! 


Your story is HEARD 


P 
ay 


THE ILLUSTRATED VOICE “ 
Your ak is 5 SEEN 


DIVISION OF THE Ma maw@GxX COMPANY ° FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


“ 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


Display Advertising Salesman to 
sell advertising over telephone on 
national trade publication and for- 
eign newspapers. Excellent oppor- 
tunity-salary-commissien and bonus. 
Apply to anyone of our four offices: 


| N. Y.; Mr. Nimer, phone Beekman 
3-2036, Chicago; phone Mr. Sacks, 
| Franklin 5087, Detroit: Mr. Rhodine, 
| phone Cadillac 7636, Los Angeles; 
|} phone Mr. Kwasman, Tucker 5131. 
Copywriter. Phila. Agency. Exp 


Auto field & accessories. Trade copy, 
dealer promotion, some consumer. 
Age 30-40, $5200. Write Tomlinson 
Counselors, 1612 Market St. Phila. 


“AVENUE FOR ADVERTISING” | 


Acct. Exec. copy, contact..... ie 000 
Executive Copywriter ....... 7,200 
Sales Prom. Mgr. Gen. Mdse. 6.000 
POV. MASP. DOOGS sisccessciss 8,500 
Many other openings. 


AVENUE 
55 E. Washington, Chicago AND. 1490 
TO AN ACCOUNT EXECUTIVE 


Who Can Secure $100,000 in Billing 


A well established agency, ade- 
quately financed and with complete 
recognition, offers lucrative connec- 
tion to the right man. 
|}his own account or accounts, as well 
as some of ours on a salary plus 
commission. Give complete details. 
All replies held in strictest confi- 
dence. Our staff has been informed 
of this advertisement. 
Box 8976, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
COPYWRITER—a real opportunity 
for a creative writer who would 


like to live in a small city and is 
capable of formulating complete 
advertising plans and following 
through with clear, simple selling 
copy for general and consumer ac- 
counts, Agency experience preferred. 


Write fully, giving personal and 
business background, writing and 
planning experience, salary bracket. 


Your confidence will be respected. 
Howard Swink Advertising Agency, 
Inc., Marion, Ohio 
Large national "magazine A B C 
wants salesman to cover Chicago, St. 
Louis and Kansas City. Salary and 


bonus. 
Box 8973, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FASHION COPYWRITER WANTED 


Who Can Secure at Least 
850,000 Worth of Billing 


Fully recognized, completely staffed 
agency has excellent opportunity 
for competent woman. Salary and 
commission. Write for all details— 
replies held confidential. 

Box 8977, ADVERTISING AGE 
330 W. 42nd St., New York 18, Nw Y. 


POSITIONS WANTED _ 


ADVERTISING PRODU Cc TION 

and Service Man now available. Thor- 

ough exper. in all phases of Agency 

and Manufacturer’s requirements. 

Dependable and accurate worker. 
Box 8979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


DO YOU SU FFER FROM “CLOSING 
DATE PAINS? 
When closing dates give your copy 
staff writer’s cramp, get soothing 
relief with dependable free lance 
help. Dependable? Find out for 
yourself now ... before the emer- 
gency arises. A ten-minute look at 
my samples will convince you. Drop 
me a card today, at your favorite 


mailbox. 
Ot fee eee AGE 


Box 8980, 
30 W. 42nd St., New York 18, N. Y. 


MY FAMILY NEEDS A HOME 
15 years of retail advertising ex- 
perience at your disposal for a mere 
125.00 per week if you can find me 
a suitable home to rent; or buy on 
G. I. loan, city immaterial. Thor- 
| oughly versed in all phases of news- 


He will serve | 


| paper, radio and direct mail adver- 
| tising. 34 years of age. Technical | 
jand executive capacities. Write 


now for particulars. 
Box 8974, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| 
| 


Writer 


Here’s a high salaried oppor- 
tunity for a thoroughly quali- 


GEORGE WILLIAMS—Personnel for alert electronic, electrical, or 
209 S. State St., Har. 2083, Chicago | mechanical manufacturer. 
Established Southern  tradepaper Box 8978, ADVERTISING AGE 
needs aggressive “working” editor, 100 E. Ohio St., ade yO 2 
with merchandising and promo- ~ _ 
tional background. Real opportu- REPRESENTATIVES WANTED 
nity for result getter. Field com-| Representative wanted for monthly NEW—Arm 
petitive but renewal percentage | publication. 200,000 circulation. Com- testing this 
will recognize ability. Give previ-| mission Basis. . 
ous experience, age, salary require- Box 8975, ADVERTISING AGE bacon in s 
ments, first letter. 100 E. Ohio St., Chicago 11, Ill. to make it 
Box 8935, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 7 
FRED J. MASTERSON 
ae & Publishing S * ‘' 
ersonnel | T P 
Placements of all types with leading a es raining enn ; 
organizations 


300 Ne 
for Ce 


fied writer with wide experi- PHILADE! 
ence in the development of schedule | 
training programs. in connect 
The man we are looking for is year, whit 
probably doing this type of nearly 300 
work at present, but is not the count 
satisfied with salary and future most exte 
outlook, including permanence tising driv 
of position. Mutual 1: 
Ability to quickly grasp and 100 years 
give down-to-earth interpreta- In 86 ci 
tion of semi-technical data is maintains 
important; knowledge of trucks ‘ 
scheduled 
valuable. 
and 26 an 
Excellent working conditions; nial adv 
congenial associates; attractive Century ¢ 
pension, hospitalization and 
through t 
life insurance plans. Give past t da 
and present connections, edi- pei — 
torial experience, age and ref- the mechi 
erences in letter to Box 6728, dustrial p 
ADVERTISING AGE, 100 E. era durin; 
Ohio St., Chicago 11, ill. Your veloped. 
letter will be considered strict- Local p 
ly confidential. ing was 
agent, alt 
ficial adve 
Marsto 
H S method « 
ouse Organ i March, w 
: » cial ads 
Editor I cities to 
) meetings 
Unusual opportunity for ex- Bibay 
perienced house organ editor |B “°Te S™ 
who possesses more ability, film, ‘10 
ambition and desire for action new kind 
than present connection de- form of ; 
mands. Must be good writer ture wit! 
and have ability to direct com- policyow! 
plete job with assistance of Simultan 
competent art and production 
departments. Some travel re- 
quired. Knowledge of automo- 
tive fie d, including dealer op- 
eration, is desirable. SMALL 
Excellent working conditions; we 
congenial associates; attractive Year-arot 
pension, hospitalization and featured 
life insurance plans. High sal- — = 
ary for right man. Give past Stripped, 
and present connections, edi- made har 
torial experience, age and ref- fireplace. 
erences in letter to Box 6727, Guest ct 
ADVERTISING AGE, 100 E. acres Wo 
Ohio St., Chicago 11, Ill. Your lovely vi 
letter will be considered strict- tail’ for 
ly confidential. O'Meara, 
W oodstoc 
ADVERTISING DIRECTOR EXPI 
AVAILABLE 
Now employed as director of advertising, Old esta 
sales promotion, and public relations for handling 
national food manufacturer (package counts is 
goods.) and offe 
Media experience — all major media —, 
Special proficiencies—administration, cam- clients, w 
paleo planning, copy, creative and force- nal came 
merchandising, and sales training ng sales 
Seeking greater opportunity, and earn stone to | 
s. Present management, agency, and ing full 
of ers will supply testimonial of ability show sar 
and record. Box 6729, ADVERTISING will be ai 
AGE, 100 E. Ohio St., ‘Chicago 1, Ob. AGE, 100 
ions 
WANTED 
ART DIRECTOR S E 
Large Chicago advertising agency desires 
artist capable of making crisp visuals Man wit! 
neat comprehensives. Figure sketching »ackgrou 
desirable. Give only previous experience Will rep 
age, salary requirements first letter. Box | dustrial 
6726, ADVERTISING AGE, 100 E. Ohio St., confiden 
Chicago II, lilinois. | (00 &. ¢ 
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NEW—Armour 

testing this new vacuum-packed Star 

bacon in selected markets and plans 

to make it available generally if sales 
prove successful. 


& Co., Chicago, is 


Penn Mutual Uses 
300 Newspapers 


for Centennial 


PHILADELPHIA—An enlarged | 
schedule of national advertising | 
in connection with its centennial | 
year, which has involved use of | 
nearly 300 newspapers throughout | 
the country, has resulted in the 
most extensive newspaper aaiet~ | 
tising drive in the history of Penn | 
Mutual Life Insurance Company, 
100 years old May 25. | 

In 86 cities where the company | 
maintains agencies, Penn Mutual 
scheduled for insertion May 25) 
and 26 an official 480-line centen- | 

nial advertisement entitled “A 

Century of Achievement,” which, 

through the medium of an elab- 

orate and detailed poster, recalls | 
the mechanical inventions and in- 

dustrial progress of the 1847-1947 

era during which Penn Mutual de- 

veloped. 

Local placement of the advertis- | 
ing was made by the general 
agent, although the company’s of- 
ficial advertising agency is Geare- 
Marston, Philadelphia. This 

' method of placement began in 
March, with the insertions of spe- 
cial ads in newspapers of 100) 


a 


cities to announce country-wide 


meetings for policyowners. 

| Featured at these gatherings 
| were showings of a_ centennial 
film, “100 Years of Security,” a 
new kind of annual report in the. 
form of an animated motion pic- 
ture with sound. About 15,000 
policyowners viewed the film. | 
Simultaneous dinners in the 86 


SMALL ESTATE FOR SALE || 
WOODSTOCK, N. Y. 


Year-around stone and frame house, 
featured in House Beautiful. Main 
house: seven rooms, two baths, 2-car 
garage, 3 fireplaces; insulated, weather- 
stripped, oil heat, driven well, hand- 
made hardware, terraces and barbecue 
fireplace. Large separate studio with 
storage and work rooms, huge fireplace. 
Guest cabin with fireplace. Sixteen 
acres wooded land, some landscaped, 
lovely view, mile from village. Price 
$35,000. See Previews for brochure or 
call for appointment to see: Walter 
O'Meara, Woodstock, N. Y. Tel. 
Woodstock 12, or MU 8-2000. 


EXPERIENCED AGENCY 
COPY-WRITER 


| 
Old established 4-A advertising agency | 
handling well known large national ac- 
counts is expanding in Cleveland, Ohio, | | 
and offers unusual opportunity for man 
probably under 40 with seasoned experi- 
ence in creating, selling ideas, contacting | 
clients, writing newspaper and trade jour- 
nal campaigns; also creating and direct- | 
ng sales promotion campaigns; stepping | | 
stone to account executive job. Write giv- 
ng full particulars. Must be able to 
show samples of your work. Interview 
will be arranged. Box 6723, ADVERTISING || 
AGE, 100 E. Ohio St., Chicago II, IIinois. 


= 


MOVING TO 


SEATTLE 


Man with advertising, art, and industrial 
background wants situation in Seattle. 
will represent agency, label house or in- 
| dustrial sales or service. Write details in 
confidence. Box 6725, ADVERTISING AGE, 
100 E. Ohio St., Chicago I1, Il. 


cities were linked by telephone 
lines to the main sessions here at 
Convention Hall, where John A. 
Stevens, president, made the main 
address. 


Gilbert Opens Agency 

Norman S. Gilbert, formerly 
with the United States Rubber 
Company’s advertising and sales 
promotion staff, has opened his 
own advertising agency at 939 
Eighth Ave., New York. Mr. Gil- 
bert will handle sales promotion 
and public relations as well as 
consumer and business advertis- 
ing. 


McKim Elects Macarow 


Philip D. Macarow, vice-presi- 
dent, has been elected to the board 
of directors of McKim Ltd., Mon- 
treal. 


FCC Authorizes 
Power Increases 
for CBS Outlets 
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creased power were approved for Launches House Organ 
WCAX, Burlington, Vt., and for McClatchy Newspapers, Sacra- 


KDAL, Duluth, Minn., both from| mento, Cal., has published the 
1,000 to 5,000 watts. | first issue of the new “Bee Lines,” 
house organ which will serve the 


NEw YorK—Two Columbia net- 
work affiliates have increased 
their power and two others have 
been granted power increases 
which they expect to put into 
effect within two months. 

KGGM, Albuquerque, N. M., is 
operating full time on 5,000 watts. 
The station, which formerly was 
a 1,000 watter, has shifted its 
frequency from 1,260 to 610 kilo- 
cycles. KVSF, Santa Fe., N. M., 
has upped its power to 1,000 watts 
and changed its frequency from 
1,340 to 1,260 kilocycles. 

Meanwhile, FCC permits for in- 


Wilt Names Ellington 

Wilt, 
named Ellington & Co., New York, 
to handle its advertising for Wilt, | devoted principally to McClatchy 
Ad-| newspaper and radio station news 


Inc., New 


a pre-shave beard softener. 


vertising plans will be announced in each city. 
shortly. 


radio 


York, has | plants. “Bee 


| covers all units. 


|company’s three newspapers, five 
stations and 
Lines” 
launched in 1943 as a news sheet 


The new format 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


‘CHURCH PROPERTY 


___ ADMINISTRATION ~_ 


Published bi-monthly at Milwaukee, Wis. 


ing 


sy 


Put your production details 
into the hands 
of a Maher expert 


Ws you turn over the produc- 
tion of your printed matter to 
the John Maher Printing Company you add a 
new department to your company. A Maher 
Production Man is immediately assigned to your 
account. It is his responsibility to see that your 
job is given every attention. He is your 
representative in the Maher plant. He actually 
works for you! 

Your Maher Production Man is one of the best. 
He has a broad background in the graphic arts. 
At his command is one of the most up-to-the- 
minute printing plants in the nation, equipped 
with the latest in fast, precision printing 
machinery, and staffed with men who know 
their departments thoroughly. 

He also has many excellent connections with 
suppliers . .. engravers, electrotypers, paper 
houses, embossers, die cutters, and others . . . 
who know the high standards set by the 
Maher Printing Company and who perform 
the almost-impossible, at times, to keep a job 
on schedule or to give a desired effect. 

So, why load yourself down with production 
detail when you have so many other important 
things to do. Call John Maher Printing Company 
today and see for yourself how simple it is to 
produce catalogs, booklets, direct mail, and other 
printed matter when you have a Maher Pro- 
duction Man at your beck and call. 


ne 


Jona Walnar Printing Hompany 


Creators of fine domestic and export ferinting 


2603 S. Calumet Ave. 
Chicago I6, Illinois 
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Brief Pressmen’s 
Strike Halts Two 
St. Louis Papers 


St. Lovis—Union pressmen 
struck for five hours May 24 
against the Globe-Democrat, Post- 
Dispatch and Star-Times in an ef- 
fort to prevent the dailies from 
publishing certain information 
about the pressmen’s demands for 


work rule changes. 

The short-lived strike prevented 
publication of May 24 editions of 
| the Post-Dispatch and all but 40,- 
000 copies of the Star-Times. 

Pressmen struck when the 
newspapers decided to print a 
message from George L. Berry, 
international president of the 
printing pressmen and assistants 
union, to local union leaders, in 
which he repudiated their de- 
mands for work restrictions which 


Mi OS cerrta GETTING hie 


THE LIONS SHARE ? ? 


How the American Negro _—oe ten billion dollars annually is a vital 
soon have the answer. The Research 

ompany of America is making a brand preference study of the 25 
Ts al areas inhabited by Negroes in the U. S. This is the only study 
ind ever conducted. Reserve your copy on your letterhead now. 


uestion, to which we 


of its 
We serve 24 times as many Negro 


545 FIFTH AVENUE 


atemeaaiel 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e DETROIT 


papers as all other representatives. 


NEW YORK 17, N. Y. 


would have limited the dailies to 
curtailed issues. 

The pressmen voted May 25 to 
accept a $7.50 weekly pay in- 
crease. They had asked for $11.50 
more per week. 


Rogers Publishing Names 
Evaul Vice-President 


C. Weldon Evaul has been ap- 
pointed vice-president of Rogers 
Publishing Company, Detroit, and 
business manager of Design News, 
eight-month-old publication serv- 
ing chief engineers and designers 
in industrial plants. 

Mr. Evaul has been with Mc- 
Graw-Hill Publishing Company, 
where he served nine years as 
Detroit district manager for Avia- 
tion and Bus Transportation. 


Slone Promoted 


Harry Slone, editor of Southern | 
Beverage Journal since his re- 
lease from the Army in December, 
1945, has been named business 
manager of Beverage Media and 
the Associated Beverage Publica- 
tions. 


when he can.”’ 


a are two times in a man’s life when 


he should not speculate; when he can’t afford it and 


— MARK TWAIN 


Since the turn of the century P & A has been 
widely known in Chicagoland for its outstanding 
service to advertising agencies and advertisers — 
a reputation earned by adhering to the dictum 
“advertisers cannot wait—dead lines must be 
met”. »* Well designed equipment with time 
saving features is one important factor providing 
for this reputable service. A well trained, ex- 
perienced shop personnel is another, while a 
clean, pleasant place in which to work is a strong 
contributary. Order and shipping departments 
function quickly, efficiently, dependably. Trutks 
and messengers provide fast pick-up service, co- 


ordinating with customers’ requirements. * So 


when selecting a supply source producing electros 
and mats consider these features—Choose one 
that is capable, efficient, and dependable. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, 
TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


ILLINOIS 


Crosley Boosts Ad 
Budget; Shelvador 
Given Major Play 


CINCINNATI—With a budget of 
more than $300,000, considerably 
expanded from 1946, the Crosley 
division of Avco Mfg. Corporation 
has launched an all-inclusive pro- 
motional program for its complete 
line, spearheaded by the Shelva- 
dor refrigerator. 

The plan is called the ‘1947 
Speed Way for Sales,” and all dis- 
tributors and dealers are being 
sent a portfolio which shows the 
line, promotion and advertising 
tie-ins, proofs of the publication 
advertisements to be used, and 
spot radio announcements and 
half-hour “platters” available for 
local use. 

National magazine advertise- 
ments will stress that the Shelva- 
dor provides “28 feet of front- 
row food” and is the housewife’s 
“Speed way for meals.” In addi- 
tion, national advertising will pro- 
mote Crosley’s gas and electric 
ranges, washers, kitchen cabinets, 
home freezers and radios. 


Extensive Media List 


| The budget calls for a total of 
' $100,000 in color advertising in 
| American Magazine, Better Homes 
& Gardens, Collier’s, Good House- 
| keeping, Household, Ladies’ Home 
| Journal, McCall’s, Parents’ Maga- 
| zine, The Saturday Evening Post 
and Woman’s Day; $52,000 in The 
American Weekly, Parade and 
This Week Magazine; $50,000 for 
merchandising; $10,000 for trade 
publication copy; $60,000 for post- 
-ers, and $40,000 for point-of-sale 
material. 
The promotion package, which 
includes proofs of newspaper ad- 
| vertisements to be run over dealer 
signatures, is sent to members of 
| the Crosley Sales Promotion In- 


stitute without charge. Non-mem- | 
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bers are asked to pay $10 for the 
package. Institute’ members pay 
$40 annually in dues. 


Opens In-Var-Co Drive 

The insecticide division of the 
International Varnish Company 
Toronto, has opened a new drive 
featuring its complete line of In 
Var-Co insecticides, herbicides and 
fungicides in farm publications 
business papers and daily and 
weekly newspapers. Point-of-sale 
material, demonstrations and car 
cards also are planned for re- 
stricted areas in the campaign j- 
rected by McKim Advertising Ltd. 
Toronto. 


Idaho Retains Two 


Botsford, Constantine & Gard- 
ner, Portland, Ore., and Cline Ad- 
vertising Service, Boise, have been 
reelected to handle the Idaho State 
Advertising Commission’s 1947 
promotion of potatoes and onions. 
The two agencies have directed 
the state advertising since 1937. 
The budget for the present year 
is expected to reach $160,000. 


Ross Adds New Account 


The New Orleans office of Ros: 
Advertising Agency has been ap- 
pointed to handle the account of 
Crescent Chemical Sales Company, 
New Orleans, manufacturer of 
Pine-A-Mite, a new disinfectant 
and deodorant. 


Heads News Syndicate 


F. M. Flynn, general manager 
of the New York Daily News, has 
been named president of the News 
Syndicate, succeeding the late 
Capt. Joseph M. Patterson. 


Fekete 


Gineson-Reitry; rip. 
bs Publishers Representatives 
SINCE 1928 


LOS ANGELES 


RUSS BLDG. Gara: BLDG. 


* one contract 
* one copy job and 


* One set of original 
plates (per insertion) 


* one monthly statement 


status. 


program by reserving space, 


CALIFORNIA and Western 
Med. 
ConnEGTICUT State Med. 


DELAWARE Med. Journal 
a pg OF COLUM- 
Med. Annals of 
FLORIDA Med. Assn. 
Journal of 
GEORGIA, Journal of Med. 
Assn. of 


Journ 
MISSOURI State 


NEW. JERSEY, 
Med. 


HAWAII Med. Journal 


|| INDIANA State Med. 
Assn., Journal ef 


Surgical Journal 
OR FP 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 


ship of the American Medical Asso- 


ciation. 
Every Journal belonging to the 
. reaches 
. stimulates 


Bureau is published by its own State Medical Association . . 
every member physician in the 42 states represented . 
interest via its local news content, exerts influence through its official 


Finally, the Bureau expedites your entire state medical advertising 
ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 
extend your coverage as the sales and distribution picture shifts. 
transaction, ome continuing contact, a nation-wide market. 


Readership data and details on the State Journal Group are ready for 
|| closer examination upon your request. 


COOPERATIVE MEDICAL 


35 member 
al 
Journal ADVERTISING BUREAU 
below. 535 N. Dearborn Street @ Chicago 10, Illinois 
{ IOWA State Med. Soc., Journal NORTHWEST MEDICINE 
ALpeAee. sparens . of (Oregon. Washington, tdaho 
ARIZONA Medicine Lee pe uy mse leoraal OIG Sten Med. Jou 
our 8 
ARKANSAS Med. Society, MAINE Med. Assn., Journal of 0 LAHOMA State eal Ane. 
the 


H 
‘ 
MICHIGAN State Med. Soe., PEN 
oal 
MINNESOTA Medicine g 


Journal of 
NEBRASKA State Med. Jour- 
NEW ENGLAND Journal of 
Med. (Mass.. New Hamp.) 
Journal of 
Soe. 
NEW ORLEANS Med. 


CAROLINA Med, 


‘ 


One 


al 

NSYLVANIA Med. Jour- 

ODE ISLAND ot. Journal 

CKY MOUNTAIN Med. 

seareet mom: Utah, Wyo., 

souTH "CAROLINA Med. 
Journa 

TENNESSEE "state Med. 
Journal of 

TE exas State Journal of Med. 

VIRGINIA Med. Monthly 

weet VIRGINIA Med. Jour- 


WISCONSIN Med. 


R 
Med. Assa., R 


Journal 
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organizations are operating/day Evening Post, to run from 
. through 1,100 field reporters in| May through August. The news- Complete line of artists’ materials 
| - 
Appoints Dudley /10 foreign countries — Australia, | Paper copy, now appearing for Art Books 
* Brazil, Canada, Denmark, Eng-| the fourth year on the sports pages 
‘ Client V.P. land, Finland, France, Holland, of 50 newspapers, will continue Artists’ ie Cement 
June 2-4. National Federation, NEW York—Benson & Benson,| Norway and Sweden. B&B also to use sports cartoon techniques, Mouiding Runber 


f Sales Executives, 


Benson & Benson 


annual con- | 


market, advertising and research 


| America, and reports that Gallup 


offers service in Italy, through a 
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full pages in Life and The Satur- 


which produced more than 350,000 


lpantiied Sed S S RUBBER CEMENT CO. 


ees - : : ere requests season. 4N. Michi ¢ 
ention, Biltmore Hotel, Los An- | organization which directs its | Separate organization. Hanly, Hicks & Montgomery, New iho scannateeeaMbsxnte ee 
eles. United States service through the eas York, is the agency. 
po 11- of American ancl Suis tame S ‘ ag ‘ Public Two Newspapers Name 
ng Association, spring conference, | n allup Poll), has ap- . . 
Commodore Hotel, New York. | pointed Chester W. Dudley Jr. as wig yk esengs pepe ‘ : 3 : Bic or 
June 13. National Publishers | vice-president in charge of client}; VU. “4. scnioss Nas been name : 
Association, summer meeting, service. —— = radio for a tp pet ir YOUR MOST RESPONSIVE MARKET 
Westchester Country Club, Rye,| Mr. Dudley, treasurer and a a ag Mion weew Guan : 
N. ¥. |director of the Capitol Theatre ; - 


- 350,000 TEACHER-READERS | 


: : WMOT (FM) both in Pitts- 
June 15-18. National Industrial| Corporation and a director of ane OT (FM) both in Pitts 


: burgh, are owned by the Post- : 
Advertisers Association, silver an- | Moredall Realty Corporation and | Gazette. 10,500,000 BOYS AND GIRLS | : 
-@ niversary conference, Hotel| Interurban Airlines, was released Mr. Schloss formerly was as- 


Schroeder, Milwaukee. 

June 18-19. Public Utilities Ad- 
vertising Association, national 
convention, Detroit. 

June 22-26. Advertising Asso- 
_— ciation of the West, annual con- 
r § vention, Challenger Inn, Sun Val- | 

ley, Idaho. 


'from the Navy last year after di- 
rection of publicity programs to|and the old Blue Network, now 
enlist doctors, nurses and min- ABC. 

isters. He was previously with Sigel a 


Benton & Bowles as account ex- Adds Magazine Series 


ecutive assistant to Chester ; 
; : A. G. Spalding & Bros., New 
Bowles and assistant general man- York, will supplement its annual 


sociated with McCann - Erickson 


WANT TO KNOW ABOUT You AND 
3 YOUR PRODUCT | 


sme INSTRUCTOR srasecre 


ager. coast-to-coast “Spalding Sports NEW YORK CHICAGO LOS ANGELES SAN FRANCISC 
July 7-10. Newspaper Advertis- Benson & Benson has expanded | Show” sawemener pene to ‘ Bis : 3 : = yy a 
ing Executives Association, mid- | service to Europe and South] promote sports equipment, with ’ 


year conference, Mark Hopkins 
Hotel, San Francisco. | 

Sept. 15-17. Southern Newspa-_ 
per Publishers Association, an-| 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na-| 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 


Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council, 


American Association of Adver- 
tising Agencies, annual conven- 
tion, Ahwahnee, Yosemite Na- 
tional Park, Cal. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- 
vertisers Association, annual 
meeting, Chateau Frontenac, Que- 
bec. 

Nov. 8-9. Southwestern As- 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


Plans New Whisky Drive 


The Kinsey Distilling Corpora- 
tion, Linfield, Pa., through J. D. 
Tarcher & Co., New York, will be- 
gin ‘promotion of a new lower- 
priced whisky blend, Kinsey Silver 
Label, as soon as distribution is 
complete. Kinsey whisky now on 
the market will be known here- 
after as Kinsey Gold Label. 

T. A. DuBois, Kinsey’s general 
sales manager, claims Silver Label] | 
“will be blended from the same | 
high quality base whiskies used in | 
the original Kinsey Gold Label,” | 
idding that the “distinguishing 
feature will be the percentage of 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


li 
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oe ee See: ame RE YOU getting the right help in California's big Sr 
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McCLATCHY NEWSPAPERS’ A 
Taylor Elected V.P. valley market? Annual retail sales there now exceed 
Peg rung ee cee ee CONSUMER ANALYSIS $1 billion—outweighing all U.S. cities except the five i 
aylor, formerly — sales of California's largest. Effective Buying Income crowds $2 billion—or tes 
nanager, Oo vice-president in alley N : a 
harge of sales, succeeding Harvey Central Valley Market 40% greater than Boston’s.* 33 
‘. Golden, who died in January. ep : — 
Mr. Taylor has been with - the Talk about getting down to brass Yes, the Billion Dollar Valley of the Bees is a part of i 
‘lorence sales organization for 15 tacks — this analysis really does! a Raid por d 2 a 
ears, much of it as manager of Tells you buying habits, brand California you cannot afford to miss. And you do not ’ #2 
he New York sales division. es a — miss it when The Sacramento Bee, The Modesto Bee and #3 
Philco Appoints McLean a ee. bg ng + meng The Fresno Bee are working for you. Because nearly 
now. Get yours from ara 
James D. McLean has _ been Ormsbee, or write McClatchy News- three-quarters of all that buying power lies in the area 
ris — a Philedoiphia, papers, Sacramento 4, California. seve by these three McClatchy newspapers. 
hileo Corporation’s television 


utlet, Ernest B. Loveman, vice- 
resident and general manager of 
hilco Television Broadcasting 
orporation, has announced. 


M°CLATCHY NEWSPAPERS 


(Bg 


\ppoints Garrison 
Lonergan Mfg. Company, Al- 
ion, Mich., manufacturer of oil 
eaters, has appointed W. W. Gar- 
ison & Co., Chicago, New York 
nd Grand Rapids, to direct its 
dvertising and promotion. Trade 
nd consumer publications will be 
sed. 


*Sales Management's 1946 
Copyrighted Survey 


NATIONAL REPRESENTATIVES. . 
NEW YORK * LOS ANGELES - 


THE MODESTO BEE & 
THE FRESNO BEE 


§ THE SACRAMENTO BEE 


. O'MARA & ORMSBEE, INC. 
DETROIT - CHICAGO - SAN FRANCISCO 
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Chinchillas Up 
for Sale; Only | 
$1,650 a Pair 


Curicaco—Readers of the Chi- 
cago Sunday Times found, among 
ads listing radios, women’s wear | 
and television sets, a surprising | 
offer whereby for a mere $1,650 | 
they could buy a pair of pedi- 


greed chinchillas, fur - bearing | 
rodents whose fur is extremely | 
valuable. 


The offer came from Chinchilla, | 
Inc., first organization to offer the | 
small animals in Chicago. In ad- 
dition, it offers a free ranching 
plan. The company says the chin- 
chillas may be raised in basement | 
or attic, do not smell, are vermin- | 
free, will eat cheap vegetables, | 
and will produce about one to| 
three litters a year with an aver- 
age of two to a litter. 

Unquestionably, chinchilla furs 
are valuable, but at this point it 
appears that their high cost 
(alive) precludes any active sell- 
ing of pelts. Time reported re- 
cently that I. J. Fox, New York 
furrier, offered a chinchilla coat 
at $25,000, with no takers. It re- 
quires about 150 pelts to make a 
coat. 


Almost Extinct 


Chinchillas made their reap- 
pearance in this country in the 
early ’20s after they had been al- 
most completely exterminated 
during the chinchilla craze that 
swept the fashion world at the 
turn of the century. Of 18 which 
were brought from their native 
South America to this country in 
1923, 11 lived to breed and today, 
according to Time, some 2,000 
breeders have approximately 30,- 
000 chinchillas. 

Chinchillas do not mate at the 
drop of a hat. Chinchilla, Inc., 
says that about 75 days prior to 
the mating is devoted to courtship. 
There is a 1ll-day_ gestation 
period. Before they were intro- 
duced to civilization, chinchillas 
were monogamous but on ranches 
they can be led into polygamy 
with comparatively little effort. 

With this and other informa- 
tion, Chinchilla, Inc., is urging 
chinchillas around the house. In 
addition to the Chicago Sunday 
Times ad, Chinchilla, Ine., has 
placed copy in the Chicago Ger- 
man-language newspaper, Abend- 
post. Through one ad in each 
publication, the company says that 
it has sold some chinchillas, 
though it does not disclose how 
many. 


Opens Fort Worth Branch | 


Free & Peters, Inc., national 
radio station representative, has 
opened an office in Fort Worth, 
with Joseph W. Evans in charge. | 


Longines Boosts Sutlin - 


Harry Sutlin, with the Longines- 
Wittnauer Watch Company, New 
York, since 1937, has been ap- | 
pointed sales manager. 


HOUSTON LEADERS—Officers of the Advertising Association of Houston, who 

will take office July 1, are (left to right): Mrs. Virginia Hurlburt, advertising 

manager, Everitt-Buelow Co., second vice-president; W. H. (Bill) Tipton Jr., 

vice-president of Franke-Wilkinson-Schiwetz & Tips advertising agency, president; 

John Randolph, manager of the Houston office, National Transitads, first vice- 

president, and M. M. McCune, secretary of the Graphic Arts Association, 
secretary. 


Queen for Burns on NBC | Appoints Hamilton 


Sleuth Ellery Queen takes over 


the 10 p.m., EST, spot on NBC] appointed an account executive 
from Bob Burns effective Sunday | of DeJernett Advertising Agency, 


June 1. 


E. Poston Hamilton has been 


Dallas. 


Radio Drive Ups 
Circulation of 
“Musical Digest’ 


New YorK—Since Jan. 19, when 
Musical Digest began a 52-week 
series of musical broadcasts over 
ABC, the magazine’s subscription 
list has had an average weekly 
growth of approximately 500, Al- 
fred Human, editor, has an- 
nounced. 

The magazine is spending up- 
wards of $1,000,000 in the radio 
advertising campaign (AA, Dec. 
23, °46) in an effort to boost its 
circulation. The Sunday night 
show, which features the Detroit 
Symphony Orchestra, is handled 
by Kenyon & Eckhardt. 

The program is based on an 
approximate expenditure of $19,- 
000 weekly, and each $5 annual 
subscription is being secured at a 
promotional cost of about $40. 

Although slightly below its 
guarantee of 25,000 minimum cir- 
culation, the Digest plans to be- 
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gin accepting advertising imme - 
diately, Mr. Human said. William 
Woodhull will direct this pha:e 
of the business. 


Gets Cutlery Account; 
Adds Two to Staff 


Robeson Cutlery Compan,, 
Perry, N. Y., manufacturer (of 
ShurEdge household cutlery aid 
pocket knives and Gourmet sel'- 
sharpening carvers, has moved iis 
advertising from Hutchins Adver- 
tising Company, Rochester, to 
William H. Weintraub & Co., New 
York, 

Edward S. Kaylin, former), 
copy chief of the sales trainin; 
department of Schenley Distillers 
Corporation, New York, = and 
Augusta Hunt, formerly media 
director of Hazard Advertising 
Company, have joined the copy 
and media staff, respectively, of 
the agency. 


Princess Pat to Denne 
Princess Pat Products Ltd., To- 
ronto, has named A. J. Denne & 
Co. Ltd., Toronto, to handle its 
advertising in Canada. 
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Boston Company 
Offers Airway 
Ad Service 


Boston — Christian Born, air- 

ort designer and commercial 
jilot, has formed Air Markings, 
ne., to aid both local and national 
dvertisers in locating, designing 
nd executing airway “billboards.” 

According to CAA regulations, 
advertising copy on accepted air 
markers must be limited to 20% 
of the area. Mr. Born, who is 
president of the new Boston firm, 
says this room is sufficient, how- 
ever, to permit clear and legible 
display of a company name, a 
trademark, and in some cases a 
short slogan. 

While air markers usually are 
built on order for airport or 
municipal chambers of commerce, 
Air Markings will seek orders 
from banks, insurance companies, 
manufacturers and others. A com- 
plete service will be provided, in- 
cluding air surveys of the terri- 


tory desired, designs which com- 
ply with government specifica- 
tions, enginering and construction 
of the actual markers. Painted 
roof signs and built-up markers 
will be offered. 

The company has retained Edi- 
torial Associates, Inc., Boston, as 
public relations counsel. 


GF Advances Three 


Edwin T. Gibson, a vice-presi- 
dent since 1939, has been pro- 
moted to executive vice-president 
of General Foods Corporation. 
B. C. Olney, previously manager 
of the Snider Packing unit of GF, 
has been named a vice-president 
and advanced to Mr. Gibson’s op- 
erating position, and J. Nelson 
Williams, formerly director of 
purchasing, has been advanced to 
vice-president. 


Daily Names Ruggles 


Ralph C. Ruggles has been 
named advertising representative 
for U. S. Journal, daily recently 
started in Washington, D. C. Mr. 
Ruggles has offices at 28 W. 44th 
St., New York. 


Mark Twain Shirt 
Campaign Boosted 
by Showboat Plug 


St. Lovuis—Just off St. Louis’ 
famed levee, aboard the last re- 
maining showboat in the U. S., 
the “Goldenrod,” Elder Mfg. Com- 
pany introduced its latest adver- 
tising campaign for Mark Twain 
shirts in an atmosphere simulat- 
ing the old steamboat days when 
Mark Twain gained his promi- 
nence, 

Using the Esquire film, “Where 
Do We Go From Here,” Louis 
Westheimer, of Westheimer & Co., 
agency handling the account, out- 
lined the company’s advertising 
campaign for Elder’s Mark Twain 
shirts. He told the sales meeting 
how Elder will use American Le- 
gion Magazine, Esquire, Life, Pic 
and True. Also outlined were 
point-of-sale, direct mail, busi- 
ness publication and sales educa- 
tional promotions. 


Also displayed at the meeting 


was a letter from Mark Twain | 
himself, in which he authorized | 
the use of his name and offered 
some suggestions for satisfactory 
shirts. They included such items 
as buttoning the collar at the back 
and having no buttons elsewhere. 
Said Mark Twain, “This saves 
much profanity.” 


NAB Districts Appoint 

G. S. Wasser, Station KQV, Pitts- | 
burgh, has been appointed to serve | 
on the employe-employer relations | 
committee of National Association | 
of Broadcasters’ District Three, | 
and J. Gorman Walsh, Station 
WDEL, Wilmington, Del., has been 
named to serve on the program 
committee. District 16 has ap- 
pointed Sydney Gaynor, Los An- | 
geles, to serve on the sales man- 
agers committee. 


Frankel Names Campbell 

Lois Gran Campbell, formerly 
with Stations KCBC and KRNT, 
Des Moines, has been named ac-. 
count executive of Edward I. 
Frankel & Associates, Des Moines 
agency. 


he 49% jump represents one fact: 


Better Homes & Gardens’ 3,000,000 
circulation in the better-income 
brackets makes it a market too big 


and too fruitful for any major advertiser to 


ignore. 


everything that goes into them than even their 


prosperous neighbors in the same block. 
Better Homes & Gardens’ strength lies in the fact 
that it’s 100% service to these homemaking fam- 


ilies who spend billions every year for everything 


from safety pins and tomato juice to silver and 


insurance and hand lotion. 


The 49% jump sprang from one fact: BH&G sells. 


And the sales spring from one fact: screening. 


Better Homes & Gardens is written entirely and 


No magazine, we think you'll find, gives you a 


more efficient attack on this rigorously screened 


market for everything that goes into homes. 


deliberately for people in distinctly better sub- 


urban-type homes who spend for their families to 


the tune of the highest standard of living in 


the world. 


How well this editorial policy screens out every 


one who isn’t in this rewarding group is proved 


by BH&G incomes, which are among the highest 


for all magazines, and by the fact that BH&G 


families actually spend more on their homes and 


udlUCHlS 


Attias Hal Scrie Mique, 


Want to know more? 


~ ah 
THERES NO’PLACE 


ues Hout 


"fresh facts on SERVICE THAT SELLS. 


Who knows—maybe these facts can show you the 
way to a more efficient, more up-to-date media 
list. If your product sells in the home market — 
and which one doesn’t? — the BH&G repre- 
sentative has o lot of pertinent data to show. 
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GREENVILLE 
iS THE 
SHOPPING STOP 
FOR 
123,000 
PEOPLE 
LIVING WITHIN 
10 MILES 


YET . . « the official 
city population is only 
34,734, as Greenville 
city limits, 1% miles in 
radius, haven't been 
changed since 1865. 


Greenville is an 
“A” schedule mar- 
ket, drawing from 


711,711 people living 
within 50 miles. 


Greenville News 
GREENVILLE PIEDMONT 


of South ¢ 
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aking Friends of Chicago’s 


Most IMPORTANT Million 


hicago Daily News Gets You 
A Weleome to Their HOMES 


Ul avertioers Benefit by 
SELECTED Mass Circulation 


In the panel at the left you will find the income figures of 
Chicago Daily News families. This group of reader-friends 


numbers in excess of a million. 


Here, for the advertiser, is a vast pool of spendable dollars. 
Here, for the advertiser, is a concentration of consumers 
who have the means for continual purchasing. Here, for the 
advertiser, is a medium whose place in the homes of Chi- 


cago’s most IMPORTANT million is one of respect and trust. 


If the advertiser cannot get into these homes with what he has 
to say, he can hardly expect to get in with what he has to sell. 
But the Daily News with its SELECTED mass circulation can 
get him a welcome to these firesides, where what he has 
to say about his goods and services will be intimately and 


responsefully received! 


CHICAGO DAILY NEWS 


For 71 Years Chicago's HOME Newspaper 
JOUN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 100 West Madison Street. CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 107 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
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cEK ||. THE PAY-OFF ... OTHER FEATURES |." 


lhe Creative Mans Corner 


There was a Chap Who lived quite a 
few centuries ago Who made quite a 
name for Himself by the parables He 
told. You may remember some of them. 

The parable has always been an ex- 


Not a few of today’s best parables are 
being employed in the Bond Payroll Plan 
which the Magazine Publishers of Amer- 
ica are running as a public service. The 
advertisement illustrated from the May 3 


This car is running with an EMPTY “gas tank! 
poe Bed ne so lasart ic 


This reserve supply ix 


t bhes 


i Poy pe Phat 


Se keep on buying Bonds 


Save the easy way..buy your bonds through payroll savings 


| Contributed ds his marecow ot mereliod a Magi 


cellent vehicle for conveying a message 
sharply and incisively. Through it, an 
otherwise dull and uninteresting subject 
can be endowed with a great deal of in- 
terest and credibility. 


eee eee eee 


issue of The Saturday Evening Post is— 
in the opinion of the Corner—one of the 
finest in the service, with an unusually 
provocative headline, a timely illustra- 
tion and a very well told copy story. 


You Ought Kh  Kiow e e e John Price Jones 


The paradox of John Price Jones Cor- 
poration is that fund-raising companies 
habitually refer to it as a public relations 
outfit, and public relations firms call it a 
fund-raising group. Actually, it’s both— 
and its president, John 
Price Jones, can lay 
claim to a good deal 
of pioneering in both 
fields. 

Jones can thank 
Frank Munsey for put- 
ting him in business 
—but only indirectly. 
Jones was a star re- 
porter on the old New 
York Press when Mun- 
sey bought it, and fired 
Jones because he was 
10 expensive (Munsey had a cozy notion 
that $50 a week was the absolute top for 
!ewspaper men). Jones went to the Sun 

id became its Wall Street specialist, 

id still likes to recall that the Sun later 

fered him a job as financial editor. But 

unsey, then spreading octopus-fashion 
the metropolitan newspaper field, soon 
lught the Sun. 

Jones figured it was simply a matter 

time before Munsey got around to 

‘ing him again. He had received in- 

rmittent offers from Harry McCann of 

e then H. K. McCann Company, and he 


John Price Jones 


‘ 


joined the agency and began to work on 
public relations in 1917. When America 
entered the war, the Liberty Loan Com- 
mittee needed someone to head up a 
news bureau, and McCann lent Jones. 
During the war Jones handled the news 
bureau, the speakers bureau and special 
events, and he learned about raising 
money. 

At the end of the war, his alma mater, 
Harvard, needed funds, and Jones helped 
to provide them. In 1919 he opened his 
own Office, intending to use publicity 
methods to raise funds, with a group of 
clients consisting initially of colleges who 
had heard of his success with Harvard. 

Jones admits he knew very little about 
the fund-raising business, and was frank 
in saying so. This won the fledgling com- 
pany a reputation for honesty, and his 
fee system—which he still follows— 
helps. 

In taking over a client (Jones now has 
39, most of them institutions and founda- 
tions) the first step is a survey, for which 
the client pays on a cost-plus basis, and 
Jones’ agreement with the client speci- 
fies that if after two weeks’ investigation 
his company finds it cannot help the 
client, it may withdraw, and the client 
will pay for the work at cost. 

With refinements, this system is still 
followed and, since in 1919 many fund- 


raisers were exacting commissions of 
from 10% to 20% of the funds they raised, 
the new approach paid dividends. 

Besides his publicity and fund-raising 
activities, there is Jones & Brakeley, an 
advertising agency established in 1928. 
Of his agency, Jones says merely that he 
expects to do more with it later—follow- 
ing a reorganization now in _ process 
within his company. He hopes to get a 
president to take much of the burden 
from him, and Guy Emerson, formerly a 
vice-president of Bankers’ Trust Com- 
pany, New York, joined Jones last month 
as a vice-president and will superintend 
a drive for commercial public relations 
and advertising accounts. 

Jones has systematized his fund-rais- 
ing and publicity techniques to the point 
where each operation follows a standard 
pattern, and the steps to be taken are 
specifically outlined on a chart, with 
supervisory personnel listed. This sys- 
tematizing has paid big dividends, and 
Jones has extended it throughout his 
company, with graphs of profits, losses 
and operating expense trends. 

Thus he can tell you, with a quick 
glance at the charts, that his organization 
can forecast the cost of a campaign to 
within 5%, that new business accounts 
for 3% of his overhead, that the average 
job cost is $500, and that his men turn up 
five to ten new prospects a week. 

All of this statistical data was hard 
going for John Price. He had been a 
writer until he went into business for 
himself, and his cost accounting and 
other operating methods were learned at 
night, over books checked out of the 
library. 

In Jones’ small, comfortable office, 
furnished with Pennsylvania Dutch an- 
tiques, nearly one whole wall is devoted to 
Harvardiana. Jones was born in 1877 in 
Latrobe, Pa., prepped at Phillips Exeter, 
worked his way through Harvard, grad- 
uating in 1902. He was a reporter dur- 
ing his senior year in college, managed 
one hour a day for study. 

His first job after leaving the Yard was 
secretary to Samuel L. Powers, repre- 
sentative from Massachusetts. He left 
the Congressman for the Washington 


Post, spent a few months on the capital 
news beats and sailed for Europe. He 
stayed until he was broke, borrowed 
some money from a friend and came 
back steerage, arriving in New York 
with 35 cents. 

He got a job with the New York Globe, 
moved to the Press, then to the Sun. 

He credits Ivy Lee with coining the 
phrase “public relations,” but says that he 
is responsible for changing “press agent” 
to “publicity.” 

His fund-raising techniques have 
proved successful, and he has a certifi- 
cate on his wall thanking him for his 
work in the summer of 1930, when, for 
the New York Emergency Unemploy- 
ment Committee, he raised $43,000,000. 

In fact, Mr. Jones likes to think that 
fund-raising is a valuable check for 
public relations. The trouble with many 
public relations efforts, he says, is that 
there is no evidence of how successful 
(or unsuccessful) they are. The con- 
tributions, obviously, are proof of ef- 
ficiency. 

At 69, Mr. Jones is quiet, soft-spoken 
and quick in movement. He smokes 
cigars, likes to talk about his farm in 
Bucks County, Pennsylvania. Before the 
war, he and his wife—they have no chil- 
dren—lived in a penthouse in Manhattan, 
but the 160-acre farm occupies all his at- 
tention. In the summer they go to Cody, 
Wyo., and Mr. Jones fishes. 

With David McLaren Church, one of 
his associates, he wrote “At the Bar of 
Public Opinion,” a public relations book 
published by Inter-River Press, another 
of his companies. He says proudly that 
“one of the biggest public relations firms 
in New York gives this book to each new 
client.” 

He still likes to write, contributes to 
magazines, follows trends in economics 
and education closely. He thinks few 
people realize the changes which will 
shortly be made in the educational field, 
a natural result of the load of veterans 
which will glut the colleges for several 
years to come. The annual bill for higher 
education has been around $500,000,000, 
but when it hits its peak it will be nearer 
$1,000,000,000, he says. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO MAKE YOUR ADVERTISEMENT PULL MORE INQUIRIES 


Recently, in looking over the checking 
records of a large manufacturer who has 
turned to the mail order field for an 
additional outlet, we were amazed at the 
lack of response to an advertisement 
offering free literature on a line of mer- 
chandise in great demand today. 

The manufacturer not only was disap- 
pointed but said that the mail order plan 
of selling would not work on his propo- 
sition. A careful examination of his ad- 
vertisement quickly revealed the reason 
for the meager response. 

While he was offering to send free 
literature, there was nothing tangible 
about his offer. Just to say “Send for 
free literature” isn’t enough. You must 
dramatize the booklet or literature in a 
way that has plenty of appeal. For ex- 
ample, Conn Band Instruments, Elkhart, 
Ind., features a booklet in its advertising 
called “Fun and Popularity Through 
Music.” Can you imagine any young man 
being able to resist this offer? 

Albert Constantine & Son, Inc., New 
York 54, N. Y., dealer in home workshop 
supplies, gives its catalog this glamorous 
title, “Constantine’s Master Manual for 
Woodworkers.” 

It’s the title that sells a novel or movie. 
The right title will “sell” your catalog 
or literature. 


Victor O. Schwab, president of Schwab 
and Beatty, one of America’s leading mail 
order copywriters, gives five ways to in- 
crease the responsiveness of an adver- 
tisement where prospects are invited to 
write for booklets: 

(1) TITLE—Give your booklet a title 

which makes it clear that it contains 

information which, although tied up 
with your product, is also useful and 
helpful in itself, aside from that. 

AUTHOR—Have it written by an 

authority on the subject whose name 

is well and favorably known. 

(3) DESCRIPTION—Describe your book- 
let thoroughly and_ persuasively, 
pointing out the in:mediate practical 
value of the information on certain 
specific pages. Make the reader really 


(2 


~ 


want it! 

(4) DISPLAY—Picture it prominently. 
Play up your offer to send it—#in 
your headline, or in conspicuous sub- 
heads. Make it an important unit In 


your advertisement. 


(5) QUICK MENTION—Refer to your 
booklet quickly in the body-matter 
of your copy. Then your prospect 
knows, without reading too far, that 


he may readily send for further in- 
formation about your product, with- 


out obligating himself 


Par 
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Adams Joins Dictaphone New York, has joined Dictaphone 
John W. Adams Jr., formerly Corporation, New York, as assist- 


copywriter with Leo McGivena, | ant advertising manager. 


KFH PRO 


give blanket coverage. 


there! 


When Broadcasting Magazine polled agencies 
all over the country. they found that 66% of 
them favored newspaper promotion in building 
up interest of radio listeners. 

KFH is the Southwest's only station backing 
good shows with consistent station-sponsored 
newspaper promotion. Ads and publicity in 
major daily and weekly newspapers in the 
KFH primary. secondary and tertiary areas 


That's real service — and that’s why KFH,. That 


Selling Station for the Southwest, can put your 
product on top in this market—and keep it 


$000 WATTS DAY AND NIGHT . . 
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THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 


WICHITA IS A HOOPERATED CITY 


WICHITA 
CALL ANY PETRY OFFICE 


- Low Retail Store 


eee on 
everybody’s 
lips in 


Philadelphia 


REPRESENTED NATIONALLY BY GEO. P. HOLLINGBERY CO. 


Sead $2.00 


| 2801 


CHELTENHAM AVENUE e 


HAROLD M. LAMBERT 


cataLoc Ze. 5 


OF STOCK PHOTOGRAPHS 
Now Ready For Distribution 


ote) 
$2 PER COPY 


LIMITED EDITION 


e 82 PAGES e SPIRAL BOUND 
e 1,262 NEW PICTURES 

e HEAVY DUTY COVER 

e BEAUTIFULLY PRINTED 

e ALL PICTURES CLASSIFIED 

e COMPLETELY INDEXED 


Guaranteed to do a bang-up job for you — or your money refunded 


HAROLD M. 


LAMBERT STUDIOS 


PHILADELPHIA 19, PA. 


NRDGA Reports 


Ad Costs in 1946 


New York — Department and | 
specialty stores’ advertising costs 
last year equaled 1.9% of sales, 
the same low ratio that has pre- 
vailed since 1944. From 1935 to 
1939 it ranged from 3.3% to 3.5%. 

These figures are revealed in 
the annual “Departmental Mer- 


of Department Stores and Spe- 


trollers’ Congress of the National 
Retail Dry Goods Association. 

The 75-page study is based on 
questionnaires returned from 345 
stores. Its importance to dry 
goods retailers has been increased 
over previous reports by inclusion 
of data covering additional selling | 
departments, breakdown of the} 
figures for five of 12 federal re-| 
serve districts, analysis of deliv- | 
ery expense and graphs showing | 
long-term trends. 


‘Typical Performance’ Shown 


“Typical performance” of de-| 
partment and specialty stores in| 
1946 is given as follows: Gross 
margin, 36.7% of sales volume; 
|sales up 23% over °45; returns, 
6.6% of sales; transactions up 8% 
| over °45; average sale, $4.17; sales 
r square foot, $79; transactions 
square foot, 23; transactions 
salesperson, 7,422; net sales 
employe, $13,400; stock turns, 
; average inventory, 30% over 
; salespersons’ salaries, 5.9% of 


sales; delivery cost, 0.9% of sales. | 


The exhaustive study shows 
_that markdowns increased by one- 
| third over 1945, that the number 
'of sales per employe dropped and 


| their wages rose slightly in rela- | 


tion to. sales, 
creased 10% 


that returns 
more than did sales. 
Some Ad Costs Up Slightly 


Among the eight 

| graphs are a number showing that 
newspaper costs since 1937 

| dropped greatly in 


| Slight reversals of the trend are 


shown, however, for advertising | 


PASADENA * INDEPENDENT 


of women’s and infants’ wear. 

Data is given for all 48 classes 
of merchandise covered, in each 
of seven _ size-classifications of 
stores and for five major geo- 
graphical areas. 

The survey may be obtained by 
non-members of NRDGA for $7.50 
from John J. Kavanagh, general 


manager of the congress, at 100) 


W. 31st St., New York 1. 


7 Magazines, 3 Agencies 
Boost CCA Total to 452 

Seven publications and three 
advertising agencies have joined 
Controlled Circulation Audit, New 
York, since April 15, bringing 
total membership to 452. Members 
include 145 advertisers, 66 agen- 
cies, and 241 publications and ap- 
plicants. 

New publication members are 
Bottling Industry, International 
America, and Plumbing & Heating 
Wholesaler, all in New York; El 
Taller Mecanico Moderno & 
Oficino Mecanica Moderna, Cin- 


cinnati; Modern Materials Han- 
dling, Boston; Petroleum Process- 
iny, Cleveland, and The Diner, 


Plainfield, N. J. Agencies are Roy 
S. Durstine and Warwick & Leg- 
ler, both in New York: and Foote, 
Cone & Belding, Chicago. 


To Blaine-Thompson 
Vintage Wines, New York, 
porter of wines and spirits, 
moved its advertising 
from Madison 
pany, New 
Thompson 


im- 
has 
account 
Advertising Com- 
York, to Blaine- 
Company, New York. 
Magazines and newspapers are be- 


ing scheduled for Lancers Crack- 


ling Vin Rose. 


in- | 


pages of | 


relation to| 
|sales in all major departments. | 


‘Solarine Moves Account 


Solarine Company, Baltimore, 
has moved its advertising account 
from Booth, Vickery & Schwinn, 
Baltimore, to the Baltimore office 
of Courtland D. Ferguson. News- 
papers and radio will be used to 
promote the Solarine line, which 
includes Deodofoam metal, silver 
and furniture polish, and drain 


| opener. 


Hakim Opens Agency 
George M. Hakim, recently 
managing editor of FM Business 
and formerly with Batten, Barton, 
Durstine & Osborn, has opened his 
own advertising agency, George M. 


| Hakim Company, at 377 4th Ave., 
chandising and Operating Results| New York. 


cialty Stores” report of the Con- | WOV Appoints Forbes 


Charles Carroll Forbes has been 
named director of sales promotion 
and merchandising for Station 


| WOV, New York. He formerly 


was associated with the Haire 
Publishing Company and General 
Outdoor Advertising Company. 
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Macfadden Lists Changes 


John F. Schiller has resigned 
as advertising manager of Sport 
and the Macfadden Men’s Group. 
A successor has not yet been 
chosen. Carl Dittman, for 10 
years with the sales staff of the 
Men’s Group, and formerly with 
Household and the Chilton Com- 
pany, has been named eastern 
advertising manager. 


Allen Joins Signature 

Herbert Allen has been ap- 
pointed vice-president in charge 
of sales for Signature Recording 
Corporation, New York. He for- 
merly was field sales manager of 
the recording division of RCA 
Victor. 


Point of Sate TAPE 


PRINTED © CELLOPHANE * ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLOG., —— YORK, PA. 


Advertising 


TI 


WINNERS! 


SEASONED ADVERTISERS in the 
Pasadena area... know from re- 
sults the paper that pulls! 

One such veteran in Sales, Ad- 
vertising and Merchandising is 
The Morgan Motor Company... 
Packard Dealer in Pasadena. 

Charlie Andrews, Asst. Man- 
ager forthe firm puts it this way: 

“The Morgan Motor Company, 
with 23 years of Packard Sales 
and Service behind them, has 
repeatedly ‘tested’ various adver- 
tising media. For the past 12 


MORGAN (PACKARD) MOTORS 
7 perme 


THE INDEPENDENT 


bear 


»\ fee . 


a4 


CHARLIE ANDREWS 
Asst. Manager 
Morgan Motor Company 
Pasadena Packard Dealer, Pasadena, California 


years...we’ve used The Independ- 
ent. So phenomenal has been this 
paper’s growth and acceptance 
... that today...we find it good 
business to place the ‘lion’s 
share’ of our linage in The IN- 
DEPENDENT.” 


To find out more about the 
dividends awaiting the ad- 
vertiser who spends more in 
The Independent, call or write 
REYNOLDS - FITZGERALD, INC, 


As proud as we are of 


the certificate of merit bestowed 


upon us by the New York Museum of Science and 


Industry in recognition of “Outstanding Achieve- 


ment” in the field of Photo Engraving, we bold even 


more valuable the praises of a satisfied clientele 


who demand the finest in reproduction. 


COMM OWSLEY 30 


PHOTO ENGRAVERS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO 
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By G. D. 


One of the most interesting re- 
ports which will be presented at 
the silver anniversary meeting of 


This Book Ad Still Pays Out After 
Many Insertions 


Crain Jr. 


technique which he developed in 


| his own work. 


While small copy run in general 


the National Industrial Advertis-| media of large circulation can 


ers Association in Milwaukee June 
15-18 is that of a committee 
which has been studying the pos- 
sibilities of repeating advertise- | 


| thus be used over and over again 


without change, it is of course 
true that there are much more 
obvious limitations on what can 


ments without serious loss of|be done with larger ads, run in 


readership. 
While this is not a parallel case 


business publications of smaller 


,| circulations and with less turn- 


inasmuch as it is a mail-order ad| over of readers. Just what these 
run in general media, we have an| are may be defined in that com- 
interesting example of an adver-| mittee report at the Milwaukee 
tisement which has been repeated | convention. 

without change of copy for seven | 


years, and is still as effective now | NBC Promotes Miller 


as when it was first run. | William Burke Miller, formerly 
The ad promotes sales of that assistant manager of Station 
remarkable little book, “A Tech-| WNBC, New York, has_ been 


nique for Producing Ideas,” writ-| named program editor of the Na- 
ten by James W. Young, one of | tional | Broadcasting Company’s 
the brightest stars in the adver-| television department. 


tising firmament. Jim delivered a 
Sie ea S EATTL i Aad 0 PLE A i 


cago a number of years ago, de- 
scribing the actual processes by 
which creative workers develop 
new and effective ideas, and re- 
ceived so many comments and in- 


A Technique for 
Producing Ideas 


Where do the meney-making 
ideas come fromm—those ideas 
that make successful novels, 
radio programs, moving pic- 
tures, advertising campaigns, 
and businesses? James Webb 
Young. one of the highest 
paid idea men in the adver- 
tising business, set out to 
answer this question for his 
students at the University of 
Chicago. The result is a 
little book that you can read 
in an hour but will remem- 
ber the rest of your life. 
. In the simplest and clearest 
of lanqu rage Mr. Young has succeeded in describing 
the way the mind works in all creative people. He 
Gives you the FORMULA which they consciously or 
unconsciously follow i: producing ideas. He shows 
you how to train your mind so that idea production 
is, as he says, ‘‘as definite as the process by which | 
motor cars are produced.’’ Enthusiastically endorsed | 
by editors, college professors, poets, advertising men, 
salesmen, and business executives who have read it. 
Send for your copy of A TECHNIQUE FOR PRO- 
DUCING IDEAS now. + Only $1 postpaid. Money 
back if you don't say it is worth $10 to you. Adver- 


tising ‘ones Inc., 104 E, Ohie St., Chie 
sage ii, IM. 


quiries about it that he decided 
to put it into book form. 

Our company, Advertising Pub- 
lications, Inc., got into the book 
publishing business in 1940 by. 
taking on this assignment, and | 
we have sold many thousands of | 
copies of the book, now in its 
fifth edition, during the ensuing | 
years. Because of its general ap- 
peal, we have used _ successfully 
the book sections of metropolitan 
newspapers like the New York | 
Times, New York Herald Tribune, 
Chicago Tribune and Chicago Sun, 
running scores of times the same | 
42-line ad which was originally | 
used. 

The ad was written by Jim 
Young’ himself, and reflects his 
unique ability to put selling into 
copy. In a few words he visualizes 
the type of help his book can 
provide, and makes people in all 
vocations want to try out the 


Picture shows just a few of the thousands who packed Seattle's big Civic Auditorium for The Times Outdoor Show. Thousands had to be turned away each evening. 


cE VERY SEAT in Seattle's Civic Auditorium was filled and thousands stood 
around the huge tank opening night of the Seattle Times’ Outdoor Show, 
April 12. During the 9 days of the show—April 12 to 20—it was the same 
story. Seattleites turned out en masse to see this spectacular sports exhibit 
conducted by The Times, breaking all previous attendance records in 
Seattle’s huge Civic Auditorium. Sponsored by, and advertised exclusively 


= The isa in The Times, this record is proof again that ONE MEDIUM SELLS SEATTLE! 
Wea | Che Mediuw Sells SEATTLE 
Chicago's Largest == acy \ Que y// y c el i « gil 
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State 5635 
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Complete Production 
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LINE CHECKS and 


everything you need 
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This d 
Junior Poster Panel Is 
Pioneer, Reader Says 

To the Editor: I was startled 
to read in your May 19 issue that 
the junior outdoor poster panels 
in the Newark, N. J., area are a 
“new type” display. 

This idea has been in use a 
great many years by W. Frank 
Welch, veteran outdoor man of 
this city, who developed the Ad- 
Ver-Tis-Er plan. The Ad-Ver- 
Tis-Er panel is 5% by 12% ft., 
and its size was determined as 
ideal by Mr. Welch back in 1940, 
not only because of the avail- 
ability of sites, but because of the 
economies it was possible to effect 
in its production. 

Franchise holders in 44 states 
now offer this smaller size panel 
to many types of advertisers for 


epartment is a reader’s forum. Letters are welcome. 


whom costs of the big posters 
would be prohibitive. Nominal 
cost is possible because all pro- 
duction work from the develop- 
ment of ideas, drawing of the 
sketches, and execution of art 
work to final completion in six 
to eight oil colors by silk-screen 
is accomplished at one central 
office. Franchise holders are fur- 
nished each month a supply of 
posters to meet the needs of ad- 
vertisers who are under contract 
in a given territory. These are 
mounted in uniformly attractive 
display frames, usually painted 
green, and these are already fa- 
miliar sights in 44 states. Here- 
with are photos of some of the 
panels displayed as early as 1940. 

A feature of the plan is its 
flexibility. Provision is made for 
copy changes more or less often 


than once a month, and for rapid 
production on special messages by 
any particular advertiser. 

It is my hope you’ll find room 
to print these facts about a pio- 
neer in what is now an accepted 
and worth while advertising me- 
dium. 

CLETUS JUNK, 

Account Representative, Steig- 

meyer Advertising Agency, Ft. 

Wayne, Ind. 

, a ee 
‘Coincidence’ Makes 
Neat Poster Tie-up © 

To the Editor: I thought the 
enclosed pictures might interest 
you as something new on the 
juxtaposition theme. 

Clarence Russell, account ex- 
ecutive for Olmsted & Foley’s 


|Marquette National Bank account, 


HOW TO. 


INCREASE ‘ 
ADVERTISING APPROPRIATION 


YOUR 


without increasing your expenditure | 


If each year you invest just 10°} of your 


XN 


(tAfter several years’ experience of using 
dealer signs, some leading national adver- 


| War II organizations and 
conservative, 


advertising appropriation in Artkraft* dealer 
signs, the fifth year you will have signs to a 
value of 50% of your total appropriation 
working for you, or the equivalent of an ap- 
propriation one and a half times as great as 
your actual annual expenditures. Dealer signs 
continue working years after they have paid 
for themselves. 


tisers are budgeting more money for dealer 
signs than for any other medium.) 


A sign program makes other forms of na- 
tional advertising 5 times as effective and can 
increase your sales 14.6%/,**. Distribution 
without point of purchase identification is 
sheer waste. 


IMMEDIATE DELIVERY ON QUANTITY ORDERS 


Artkraft*, by new streamlined production 
methods, now offers the finest signs ever pro- 
duced at the lowest cost in history. Certified 
audited records show Artkraft* signs to be 
999/1000 perfect over a period of years. 


Artkraft's* exclusive Underwriter approved 
features include Porcel-M-Bos'd letters, raised 
out of the heavy sheet steel, producing a sign 
which is 75°/, more attractive and readable. 
All-welded and electro-galvanized rust-proof 
frame construction. Bonderized and baked 
synthetic enamel or porcelain finish. There are 
no exposed bolts. The removable streamlined 
front end permits servicing without the use of 
a screw driver. Copper bus bar replaces all in- 
sulated high tension cable. Tube sections rest 
on (not against) tube supports, effecting the 


THE ARTKRAFT* 


first positive tube mounting ever developed. 
This provides a definite centering where tubes 
enter the sign, and makes unsightly bushings 


unnecessary. A phosphor bronze spring clip 


on the end of the electrode has a fork-like end 
opening for easy, positive contact with the 
bus bar and quick removal for service. The 
dealer's name panel is illuminated by a cold 
cathode fluorescent tube grid, eliminating 
lamp replacements. 


During the past quarter century we have 
regularly served such leading merchandisers 
as Westinghouse, Frigidaire, Delco-Heat, 
Kelvinator, Shell, A & P, Pittsburgh Paints, 
Lowe Brothers Paints, Dupont, and countless 
others. 


SIGN COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


Y 


"Trademarks Reg. U. S. Pat. Off 


**Proved by actual audited research 


Lima, Ohio, U.S.A. 


900 Kibby Street 


Name 
Firm 


City 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
Division of Artkraft* Manufacturing Corporation 
Lima, Ohio, U.S.A. 
Please send, without obligation, details on Artkraft® signs. 


( ) We are interested in a quantity of outdoor dealer neon signs. 
( ) We are interested in a quantity of Porcel-M-Bos'd store front signs. 
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wo MARQUETTE Zotioncl BAMK 


$1000 toa. 


COSTS ONLY 35 A FULL YEAR 


oe MARQUETTE Zlatiomad BANK 


$1000 toa 


COSTS ONLY 135 A FULL YEAR 


am MARQUETTE Vol / BANK 


1000%00 


LOAN 
COSTS ONLY 195 A FULL YEAR 
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swears that the placing of these 
auto loan ads next to not one but 
three auto billboards in Minne- 
apolis was strictly coincidence. 
GEORGE C. JORDAN, 
Olmsted & Foley, Minneapolis. 


vgy¥$iey 
AVC—Not Amvets; 
Vet Corrects Headline 

To the Editor: In your issue 
of May 19, on Page 49, under the 
heading “NY Amvets Elect” you 
tell of the annual election of the 
advertising chapter of the Ameri- 
can Veterans Committee, New 
York. 

There is considerable difference 
between Amvets (American Vet- 
erans of World War II) and the 
American Veterans Committee. 
Amvets is the largest of the World 
is a 
middle-of-the-road 


organization, which limits its 
membership to veterans of World 
War II. On the other hand, the 
American Veterans Committee is 
liberal to the point of being called 
Communistic and, in addition to 
veterans of the late war also in- 
cludes ex-members of the mer- 
chant marine in its membership 
It was the American Veterans 
Committee from which Elliott 
Roosevelt recently resigned, stating 
that the Communist influence had 
gained such a hold on the organi- 
zation ‘that, unless it were cleaned 
out, it would dominate the group. 

As a past vice-commander of 
the state and past commander of 
the Los Angeles county council, 
as well as a regular reader of 
ADVERTISING AGE, thought you 
would like to have this error 
called to your attention. Several 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave 


CHICAGO 
Wrigley Bidg 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papes 
Read by 9O% of the 
331,000 people in 


the St.Paul A.B. od 
city zone.“ 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper 


INC.—Nofional Representatives 


DETROIT 
Penobscot Bidg 


ST PAUL 
Dispatch Bidg 
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times in the past you have men- 
tioned the meetings and programs 
of the advertising chapter of 
Amvets in Chicago. 

All good wishes for your con- 
tinued success. 

HARVEY HUMPHREY, 

Public Relations Division, 

Title Insurance & Trust Com- 

pany, Los Angeles. 

ee em 


Recalls Tarkington’s 
‘Mary Smith’ Version 
To the Editor: [Re Listerine’s 
editorialized ad, AA, May 12.] I 
wonder how many of your readers 
remember that Booth Tarkington 
told this same story in The Satur- 
day Evening Post, only much bet- 
ter, Many years ago. He called 
the young lady “Mary Smith, Chi- 
cago.” A good tale never dies. 
B. W. LEwIs, 
San Francisco. 
7 F. -} 


Prof. Polar Makes a Hit 

To the Editor: Enclosed is a 
photograph of a “gentleman” who 
created quite a stir during his 
recent appearance in York, Pa. 
He is Professor Polar, promoter 
of Controlled Cold Fur Storage 
for our client, York City Laun- 
dry. 

The professor has been featured 
in newspaper ads, car cards, and 


direct mail for several years; and 
this year it was decided to bring 
him to life to give an extra push 
to the campaign. Through the 
facilities of the National Adver- 
tising Agency Network we se- 
cured the services of an actor 
from New York, and he scored a 
distinct hit with the people of 
York during his two weeks’ stay 
in town. Since the fur storage 
season is still on, we have no final 
results from York City Laundry, 
but so far they have been ex- 


enclose our ad on the Lion of 
Troy shirt that ran in the June 
issue of Esquire, and the Van 
Heusen ad that appeared in the 
June issue of True. 
The similarity is purely coin- 
cidental, but it seems to prove 
that copywriters have settled on 
the size of the average American 
family—mother, a son and a 
daughter, in that order ... and, 
of course, all proud of Pop in his 
new shirt. 
WINFIELD D. Davis, 
Copy Chief, Sweetser, Byrne 
& Harrington, New York. 
vgy¥e iy? 

‘Bulletin’s’ Jumpers 
Use 4-Engine Plane 

To the Editor: We took an in- 
terest in the attached advertise- 
ment (AA, April 21) for the 
Philadelphia Bulletin because our 
company manufactures the Army’s 
principal parachute plane. This is 
called the Fairchild C-82 Packet. 

I have never heard of parachute 
troops jumping from a four-en- 
gined aircraft. The only Army 
planes commonly used for this 


purpose are the C-82, the C-46 
and the C-47. 

The Army considers the Fair- 
child C-82 Packet (see folder en- 
closed) its standard plane for 
parachute tactics. 

FRANK O. MunlI, 

Public Relations Department, 

Fairchild Engine & Airplane 

Corporation, New York. 

P.S. This series for the Bulletin 
is a honey! 


Start or Follow— 
the Trend's the Thing 


To the Editor: We don’t know 
whether the attached news item 
indicates we’re starting a trend, 
or following one. The question is: 
“Is three weeks’ vacation enough 
to get where there are no soap 
operas, Starch ratings, ‘post’ post- 
war market studies, or those back 
copies of ADVERTISING AGE we 
have planned to catch up on?” 

The item: In line with the 
agency’s policy of “making ours 
as desirable a place to work as 
possible,” Krupnick & Associates, 
Inc., has just announced three- 


week vacations for all staff mem- 
bers with two or more years of 
service. 
Tom J. CONNELLY, 
Krupnick & Associates, Inc., 
St. Louis. 


> & F 
Early Check-In Gets 
Service in N. Y. Hotel 

To the Editor: Your lead Ad- 
libbing item a couple of issues 
ago wondered why hotels don’t 
make wash room facilities avail- 
able to customers waiting for their 
rooms. 

Recently I arrived in New York 
at seven in the morning and was 
told at the Roosevelt I would have 
to wait until 11 or so for a room. 
However, at the same time I was 
told which of the eating places in 
the hotel was then available for 
an early breakfast and was also 
directed to a wash room where I 


61 


was able to shave and clean up. 
The information was volunteered 
to me and apparently was part 
of the checking in procedure. 
TALBOT PATRICK, 
News-Argus, Goldsboro, N. C. 


BuildingSupplyNews 
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in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 


GIBBONS KNO 
J. i 


MONTREAL 


ADVERTISING 
BAY STRE 


TORONTO WINNIPEG, 


GIBBONS 


&T - TORONTO 


WS CANADA 
LTD. 


MERCHANDISING 


REGINA, CALGARY, EDMONTON VANCOUVE® 


ao, 
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tremely gratifying. 
Tuomas C. MEKEEL, 


Account Executive, J. G. 
Kuester & Associates, York, 
Pa. 
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Formfit Spent More, 
Company Reports 

To the Editor: In listing our 
hewspaper expenditures for 1946 
and 1945, you have _ underesti- 
mated our totals for each year. 

Our correct expenditure for 
1946 was $96,589 and for 1945 
$105,856. 

W. H. Lowy, 
The Formfit Company, Chi- 
Cago. 
_— 7 v 


Similar Themes Sell 
Shirts for Pop 


To the Editor: Shirts are still 


ws—but even if they weren’t, 
ey would be if two ads ap- 
ared in two popular men’s 


igazines in the month of June; 
th with a Father’s Day theme, 
th showing Pop in a new shirt, 
‘ie gift (in both cases) of his 
ing family—who are peering 
n both cases) through the door! 
ther, son and daughter, and 
ranged in the same order. 
Well, that’s what happened. I 
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The scene is Moscow and the words are the words of 
Carlyle Holt of The Boston Globe, the only Boston 
newspaper to send a man half way round the world 
to cover the conference of foreign ministers. 

As you will gather from the quotes — and as 
hundreds of thousands of delighted New Englanders 
have gathered from the pages of The Boston Globe 
— Mr. Holt is no ordinary, routine reporter, and he 
carried with him to Moscow no ordinary assignment. 

“The Globe,” the managing editor told him, 


In May a selected list of Carl Holt’s human, amus- 
ing and interesting dispatches from Moscow 
will be printed in booklet form. Write or call us 
for your copy. 


“employs more news services, syndicates, and foreign 


correspondents covering the straight news at that 
conference than any other New England newspaper*. 
You tell us what the Muscovites and the conference 
look like to a Boston ‘bean’.” 

And that is just what Carl Holt did! Ever see a 
Russian punch and judy show? Meet a Ballerina? 
Get a ham sandwich and a bottle of orange pop at 
a state reception? Watch a Red Army Choral singer 
flirt with a girl in the audience? Globe readers did 
— through the eyes and typewriter of Carl Holt. 

On The Globe we call it smart newspapering. And 
smart newspapering makes The Globe Boston’s best- 
read newspaper —the newspaper that produces the 
best results in the $2,000,000,000 Boston Market. 


*The Boston Globe selects and uses the best stories of the Associated Press, the United Press, CDN, ONA, NANA, 


The Sun Syndicate, and the Herald Tribune Syndicate, in addition to more columnists and commentators than 


any other New England newspaper. 


The Boston Globe 


MORNING 


EVENING 


SUNDAY 


National Representatives: J. B. Woodward, Inc., New York, San Francisco, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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PHOTOGRAPHIC REVIEW meas im 


NEW LINE-UP FOR AFFILIATION—New executives of the International Affilia- 
tion of Sales and Advertising Clubs, elected at the Windsor, Ont., convention, 
ere (front row, left to right): Mrs. Marjorie Wesley, Canadian secretary, 
Toronto; Harold Dennison, Hamilton, Ont., Ist vice-president; Carl D. Abbey, 
Jamestown, N. Y., president, and Peter C. Keischgen, Syracuse, 2nd vice-presi- 
dent. Back row: Eric Zimmerman, Greensburg, Pa., secretary-treasurer; A. J. 
Gervais, Windsor, reception; Walter Kiehn, Toronto, past president, Canadian 
treasurer, and Evan W. Hayter, Toronto, 3rd vice-president. 


7 


PRIZE-WINNERS—Included among companies whose illustrations won awards at the annual awards dinner of the Art 
Directors’ Club of Chicago (AA, May 26) were: Top, left to right, Carson Pirie Scott & Co., Chicago; Container Corp., 
Chicago; Marshall Field & Co., Chicago, and Evyan division of Associated Products, Chicago. Bottom, left to right: Hiram 
Walker & Sons, Inc., Detroit; Valentino Sarra, photographer, Chicago, and Ice Cream division of the Borden Co., New York. 


i LP a ati a Nee | 


AT AFFILIATION CONVENTION—Left to right, at the Windsor convention of 

the International Affiliation of Sales and Advertising Clubs, are T. O. Robinson 

of London, retiring international president of the group; Mrs. Robinson, and 
Paul Ellison of Sylvania Electric Products Co., New York. 
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WHA YOU HOLD ONE OF THESE 
LOSING LOTTERY TICKETS? 
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P, % 
POINT OF SALE PROSPECTS—Among participants in the first annual “major” : Zz 4 : 
meeting of Point of Purchase Advertising Institute in New York recently were | ee tp me tle mre nr en ym sts 
(left to right) Alynn Shilling, sales promotion manager of National Distillers, ap aineeeiennemets 
a featured speaker; Roy Hoffman, Arvey Corp., program chairman, and Paul , 
West, president of the Association of National Advertisers. NO POT O' GOLD—Liberty Mutual 


Insurance Co., Boston, used this copy 
to launch an intensive pre-holiday high- 
way safety campaign in which it will 
spend more than $50,000 in Massachu- 
setts newspapers and national maga- ‘COOLING IDEA'—Frankfort Distillers Corp., New York, will promote National 
zines. The ad appeared in all Bay Ice-Cake Month, starting June 15, based on the company's Four Roses ad 
State dailies and The Saturday Evening featuring four roses frozen in a cake of ice. The ad will appear in national 
Post and Time. Batten, Barton, Durstine magazines between mid-June and mid-July, and displays using actual ice 
& Osborn, New York, is the agency. cakes will be used by bars, restaurants, liquor stores and florist shops. 
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HEARTY PARTY—This smiling seven, snapped at the annual reception given by the 97 members of the New York State 
Magazine Representatives Club for their advertisers in Syracuse, includes (left to right) W. Homer Reeve, vice-president 


in charge of sales, Easy Washing Machine Corp.; James B. McCormick, vice-president, L. C. Smith & Corona Typewriters 

{ THE HOME—The Simtex name and label are featured in this full-color John B. Flack, president, Flack Advertising Agency; Edward A. Barlow, Look, club vice-president; Edward S. Barlow, presi 

page in June issues of home magazines. Lavenson Bureau, Philadelphia, handles dent, Barlow Advertising Agency; E. N. Rowell, Fawcett Publications, club president, and C. Kenneth Wright, Household 
the Simtex Mills account. (Story on Page 50). 


club secretary and treasurer 
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Names Remington 


Baker Ice Machine Company, | Inc., 
South 


Windham, Me., 


| turer of refrigeration equipment, | 
/has named Wm. B. Remington, | 
Springfield, Mass. Food, | 
manufac- | refrigeration and industrial busi- | 


Export Award Won 
by John Abbink 


Write for information on 


E-STI; 


| 


e2t 


SIMON sc sce PL eo 
220 Fifth Avenue, New York |, N.Y. 


be used. 


of McGraw-Hill 


enema 
ans Inh | New York—John Abbink, 
B A . webs: alers president of McGraw-Hill Interna- 
ill to prohibit the sale of| tional Corporation, was announced 
nasal inhalers in Pennsylvania, 2 : 
unless the amphetamine is de-| 5 the first publisher to win the 
natured to make it unfit for in-| Captain Robert Dollar Memorial 
ternal use, has been passed by the| Award at a recent World Trade 
house of representatives in Har-| Week luncheon here. James A. 


risburg. Farrell Jr., president of American 


|ness papers and direct mail will 


covers Peoriarea like a tent! — 


WMBD delivers a daytime audience of 70480* 
families. Only WMBD covers the whole 
Peoriarea of 11 rich counties — provides more Peoria 


listeners than all other stations. 


South African Line, Inc., was 
chairman of the selection com- 
mittee. 

| Since 1914, Mr. Farrell said, 
| Mr. Abbink “has been engaged in 
|/newspaper writing and editing, 
| overseas selling and the publica- 
tion of trade and technical jour- 
nals. The products of the cor- 
| poration which he administers and 
directs are sold in more than 100 
overseas countries and are used 
as texts in many _ universities 
abroad.” 

| Paul V. McNutt, American am- 
bassador to the Philippine Re- 


public, pointed out that “sugar 
will play but a supplementary 
role” in that government’s trade 
plans. Development of chrome, 
manganese, copper, iron, coal and 
timber “and perhaps even oil,” 
together with the control of water 
power for electricity and irriga- 
tion, are included in its develop- 
ment plans. 

Mr. McNutt pointed out that 
American citizens now “have 
equal rights with Filipinos in the 
development of natural resources 
and the ownership and operation 
of public utilities. .. 

“A billion and a third people 
are within a radius of 1,200 miles 
of Manila. They are potential 
customers for American goods... 
if they have the purchasing power 
to buy.” 


Names Vancouver Agcy. 


Stewart-Lovick & Macpherson 
Ltd., Vancouver, B. C., has been 
appointed to handle the advertis- 
ing of British Columbia Packers 
Ltd., Vancouver, and its sub- 
sidiaries. 
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Adclub Elects Chapman 


Frank Chapman, assistant ad- 
vertising and _ sales promotion 
manager of Shell Oil Compa: 
has been elected president of the 
San Francisco Advertising Club. 
Other officers include Robert R. 
Gros, advertising and publicity 
manager, Pacific Gas & Electric 
Company, vice-president; Louise 
Landis, publicity and public re- 
lations, secretary, and Harry F. 
Borden, general manager of Pa- 
cific Neo Gravure Company, treas- 
urer. Florence Gardner, execu- 
tive secretary of the club for 2) 
years, has been named executive 
director. 


Shows Special Films 


The Vogue Business Theater has 
been opened by San Francisc 
Theaters, Inc., at Sacramento and 
Presidio Aves. for daytime show- 
ings of industrial, educational, 
technical, travel, promotional and 
religious films. There is no con- 
flict with the usual evening and 
weekend entertainment schedule 
A brochure describes the advan- 
tages of the “atmosphere” of the 
big theater for the specialized 16 
mm. and 35 mm. films. 


HOOPER STATION LISTENING INDEX - FEB., MAR. 1947 PEORIA, (ILLINOIS) 
Chicago Stations Local Stations 
Time Sets “At “B" WMBD er Ah, > “ee 
In Use 
8 A.M.-12M, MON.-FRI. 23.5 16.2 69 46.0 14.4 4.5 44 
12M-6 P.M., MON.-FRI. 24.6 5.0 10.1 47.6 10.4 9.9 4.8 
6 P.M.-10P.M, SUN.-SAT, 42.5 10.2 24.5 55.5 —_—i——_— — 


*1946 B.M.B. report. Write for complete study. 


PEORIA, ILLINOIS. 


FREE & PETERS 


+ «+ + National Representatives 


. > 
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handbook .}. 


= AT ITS BES 
we We don’t know what the Fates will bring this 
year, but national pennants have a habit of 
send | roosting in St. Lovis...nest of the famed 
Cardinals and the Browns who in 1946 
you chalked up annual admissions of 1,733,695 
between them . .. home-port of 3 world series 
a victories in the past 5 years...scene of 
; America’s biggest-time baseball which is sup- 
copy ported by a big-time city. 
of 
our 
hew 


MONSEN + CHICAGO 


fypovraphers 


- IMPORTANT 


THE 
STAR-TIMES 


The St. 
ing Zone.. 


1946. 


“FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


ST. LOUIS 


National advertisers who wish to reach more 
than a half million St. Louisans effectively 
and inexpensively find a home-run awaiting 
their desires in the 175,000 circulation of 
Louis Star-Times... 
trated in the profitable St. Louis Retail Trad- 
. entrusted with 10,232,097 lines 
of selling messages by alert advertisers in 


85% concen- 
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Former L&T Head, 
Ames Brown, Dies 


GREENVILLE, N. C.—Funeral 
services were held May 27 for 
Ames Brown, 55, onetime presi- 
dent of Lord & Thomas, who came 
out of retirement to serve as pub- 
lic relations director for Pan 
American Airways System. He 
died May 25 at Sleepy Hollow 
Country Club, Scarborough, N. Y., 
from a heart attack while ar- 
ranging for a horse show. 

Mr. Brown graduated from the 
University of North Carolina, 
worlzed as a reporter on the Bal- 
timore Sun, became a Washington 
correspondent and joined the 
Creel committee. As an Army cap- 
tain in World War I, he was 
assigned as chief intelligence offi- 
cer of the U. S. Shipping Board. 

After the war he joined Thomas 
F. Logan as first vice-president 
and treasurer, and in 1926 became 
first vice-president of Lord & 
Thomas & Logan. He became 
president of Lord & Thomas in 
1928 and retired in 1931. In 1941 
he joined the Pacific-Alaska divi- 
sion of Pan American, later be- 
coming public relations director. 

After his death, the University 
of North Carolina reported Mr. 
Brown was an anonymous con- 
tributor of $80,000 in 1930 to a 
memorial student center on the 
campus. He had requested anony- 
mity during his lifetime. 


JOSEPH D. BOHAN 


New York — Joseph D. Bohan, 
41, vice-president of Sterling 
Drug, in charge of its Centaur 
Company division, died in At- 
lantic City May 24. He became 
ill while attending the annual 
convention of the Proprietary As- 
sociation of America. Mr. Bohan 
entered the drug business in 1923, 
with the Kolynos Company. He 
was assistant export manager in 
1928 when American Home Prod- 
ucts Company assumed control of 
the concern. In 1932 he joined 
Sterling Drug and in 1945 was 
elected a vice-president. 


VICTOR C. TREBAY 

New York—Victor C. Trebay, 
59, since 1945 a member of the 
staff of Theodoro Advertising 
Service, newspaper representative, 
was fatally injured in a grade- 
crossing accident at Bridgehamp- 
ton, L. I., May 18. He formerly 
served with the New York Herald, 
New York Journal of Commerce 
and Bronx Home News. 


E. ARTHUR SWEENY | 

GREENSBURG, Pa.—E. Arthur 
Sweeny, 64, editor and publisher 
of the Greensburg Tribune and 
Review, died May 17 at West- 
moreland Hospital. He had served 
with the newspaper since he was 


ad, 


| 
i 


Vestpok Launches Drive | 


Vestpok division of Ward Ma- 
chine Company, Brockton, Mass., 
has launched a color schedule, 
which will run through July, for 
Vestpok dry shaver in Collier’s, 
Esquire, Holiday, The New Yorker, 
Pic, Time and True, plus trade 
publications. 


MINNEAPOLIS 


STAR 


EVENING 


TRIBUNE 


MORNING AND SUNDAY 


ull AN 
7 MORE THAN lI BEST READ JUL | 
535,000 SUNDAY } IN THE | 


j UPPER 
420,000 DAILY AN) siowest 


Cleveland Women Elect 


Erma Oehler, of Fuiier & Smith 
& Ross, has been reelected presi- 
dent of the Women’s Advertising 
Club of Cleveland. Other officers 
elected are Hope Johnson, Stouf- 
fer Restaurants, vice - president 
and program chairman; Viola 
Erickson, Cleveland Better Busi- 
ness Bureau, treasurer; Patricia 
Bage, Bage Lighting Company, 
corresponding secretary; Mary 
Frances Myers, Curtis Publishing 
Company, recording secretary, and 
Ann Koblitz, Ann Koblitz Adver- 
tising, director-at-large. 


WDEF Boosts Flenniken 


Ken Flenniken, commercial 
manager of Station WDEF, Chat- 
tanooga, Tenn., since 1942, has 
been promoted to general manager 
of the station, succeeding Frank 
Lane, who has resigned. 


Names Arnfield 


Eugene Arnfield, formerly with 
Grant Advertising, Inc., has joined 
Reincke, Meyer & Finn, Chicago, 
as assistant art director. 
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“His new brother-in-law is a space buyer 


with one of the big advertising agencies” 


P. S. FOR SPACE BUYERS; 


e The Cincinnati Enquirer has the largest circula- 
tion gain of any Cincinnati newspaper . . . in the 
last year, and last ten years. 


e It carries more advertising lineage than any other 
Cincinnati newspaper. 


e It has the lowest milline rate in Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc. 
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Borton Continues 


Times-Star, 
chairman, 


was reelected vice- 
and Paul C. Smith, 


Electric Company, was reelected 
treasurer. Elon Borton continues 
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to advertise the benefits of adver 


: yhich will | 
tising to the American people. 


oming cam) 


Caterpillar Tractor Company,|as president and Mr. Smith reported that his com{ The Adve 
Peoria, was also named vice- | general manager mittee last year prepared newsfius, O., pe 
AFA Head: Pre er chairman. Mrs. Honore Gregory|@nd Charles E. paper ads, numerous radio profirst award 
F y House, president of Gregory &|Murphy as gen- grams, car cards, outdoor disd,chievement 
House, Cleveland, was elected |&*@! counsel. plays, envelope stuffers, etc., imlnd more, 
: f , The association a campaign designed to emphasiz&-maller citie 
ename alrman voted to continue that “advertising, by selling mord ising Club | 
the high school goods to more people, makes you), women 
Ni Di } N d: essay contest job more secure.” vent to the 
ine Lirectors Named; Robert Drew Thomas Lane which was staged Campaign Widely Used Club of St. 
School Essay Contests by local sdciame Second ay 
; geles; Charles Luckman, presi- for another year; Mats of the newspaper ads wer class went 
To Be Continued dent, Lever Brothers Company; some 16,000 en- = 44, Teaver purchased by 366 newspapers lasggClub of Ne 
Allan T. Preyer, chairman, Morse trants in a com- year, Mr. Smith reported, and 6qjtising Club 

Boston—The Advertising Fed-| International, New York; Burr L. 


eration of America, with the addi- 
tion of 20 existing and newly or- 
ganized clubs to its membership 
since Sept. 1, 1945, now embraces 
some 17,000 members in one classi- 


Robbins, executive vice-president, 
General Outdoor Advertising Com- 
pany, Chicago; Eugene S. Thomas, 
sales manager, WOR, New York; 


Burr Robbins 


Charles Luckman 


petition on “What Advertising 
Can Mean to the Future of 
America” having been received in 
this year’s contest. The national 
winner, Miss Pat Cothern, senior 


radio stations requested 35 pieces 
of copy and a recording of nine 
spot announcements of varying 
length. A complete kit of the en. 
tire campaign was sent to all ad. 


second awa 
group, and 
tising Clut 
second aw 
Honorable 


George C. Wiswell, Chambers &| chairman of the Council on Wom-|at Libbey High School, Toledo,| vertising clubs, direct mail anj™to the Adv 
fication or another, and thus is|Wiswell, Boston, and Mrs. Oveta|en’s Advertising Clubs. All be-|was the recipient of the national] outdoor operators, magazines anjgHouston, 
easily the largest advertising or-|Culp Hobby, executive vice-| come vice-presidents of the AFA.| award at the convention. other media, which have reClub, Chic: 
ganization in the president, Houston Post. Allan T. Preyer was reelected| The AFA also enthusiastically | sponded enthusiastically, he regltising Club 
hts oa pn Oh 4 Louis D. Young, Indianapolis | chairman of the AFA board. Mrs.| voted to continue the activities} ported. He also showed roughgCincinnati, 


Times, was reelected chairman of 
the AFA’s Council on Advertising 
Clubs. Karl T. Finn, Cincinnati 


dent, told the 
43rd annual con- 
vention here last 
week. 

Reviewing the 
multitudinous ac- 


of a committee headed by Ralph 
Smith, executive vice-president, 
Duane Jones Company, New York, 


vertising W 
tising Cluk 
Advertising 


BJ Kidd, Lewis & Gilman, Phila- 
delphia, was reelected secretary, 
and Robert S. Peare, General 


of new ads in the series, stressing 
the same general theme with 
somewhat different art treatment, 


tivities of the bes 
AFA during the 3rd of a new series of living portraits 
past year, Mr. —_—_ 


Borton drew an 
encouraging pic- 
ture of a national federation de- 
veloping strength and character 
after several years of relative in- 
activity. He reported that the 
board of directors has approved 
a much closer working relation- 
ship with other national groups, 
which will be implemented, in 
part, by inviting the heads of ieee 
eight affiliated organizations to eS sia <r Mites mee oo aaa Sinha 
become members of the AFA canoe ee ll Sin ee ” en 
board. é' ; ig 
“We shall work with local clubs 
to make them more effective in 
their work for advertising and 
business,” he said. ‘““We shall work 
with other advertising organiza- 
tions for the common cause, and 
we shall do all we can directly 
to advance and serve advertising 
and its service to the public.” 


Elect Nine Directors 


Blon Gerten of ‘“‘“Good People to Know”. 


Ns GES 
so Aaa pth PN 


1, “TAM 
the fireplac 
provide m 
me with th 


Nine directors were elected to 
the AFA board at the annual 
meeting: Robert Drew, advertis- 
ing director, Milwaukee Journal; 
Henry Hoile, president, Birming- | 
ham, Ala., Advertising Club; 
Thomas H. Lane, director of ad-| 
vertising and _ public relations, 
Rexall Drug Company, Los An- 


4. “BEE 
A ‘ cows are | 
| ’ 5 ET te F ’ nn) "itor Game t , : i ie breeding | 
me ‘ 4 - a * 8 Ss a i, i 3 hid ee f be " Lik ae : MOO +s, ; 3 sty. Ae os . 

: AOE OE to Me lk 

| fee Jo A MRS Aiaet grimn GO zliee ca ua MA cas Mees 

hn Ly ee eee a E48 yy te tes Hee y” Me ~ ’ me? oe 


de Ye ~ , a 
hare o. . “te . Sah . * * & hom a. 4 
; yc ue gin ett Fe iy ; ; 
\ aia Beale Ei ied Bee 


Pe 


MA aa 


N THE June issue of Country Gentleman a veteran of 
Patton’s Third Army tells what it means to be home 
again, with his wife and child. on their Colorado ranch. 
Jack Widmer’s is an inspiring story 


“T was impressed,” he writes, “with the new leisure now 
enjoyed by the average farmer-rancher. Corn-pickers, ma- 
nure-loaders, sweep-stackers and countless other develop- 
ments have lessened the hours of back-breaking labor that 
were once his lot.” 


... for in it the 
author seems to speak for the million or more other “vets” 


who are back on the farm, facing the future confidently, sure With that new leisure, the author sees his neighbors read- te 
of attaining through hard work the good life on the land. ing more, taking a more active interest in politics, com- 7. “IKE 

It is a story by a Country Gentleman subscriber that will munity improvement, enjoying a higher living standard. bred mat 
reach deep into the hearts of Country Gentleman’s other Free from debt, with a new-found peace of mind, today’s pe 
readers; and which you, too, will find rewarding. For Widmer, 


farmer finds his “‘a wonderful state of affairs, that he plans 
to keep that way.” And no writer has described it more 
eloquently, more movingly, than Jack Widmer—rancher, 


war vet, and one mighty grateful man. 
¢ 


turn to Country Gentleman 


back on his own land after four years away at war, sees and 
feels more vividly than most of us the sweeping changes 


that have taken place throughout agricultural America. 
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Ivhich will be used in the forth- 
lef.oming campaign. 

m- The Advertising Club of Colum- 
pus, O., perennial winner, took 
frst award for outstanding club 
“achievement in cities of 300,000 
and more, the top award in 
maller cities going to the Adver- 
aitising Club of Akron. First award 
Wifor women’s advertising clubs 
went to the Women’s Advertising 
Club of St. Louis. 

Second award in the large city 
class went to the Advertising 
lub of New York. The Adver- 
ising Club of Birmingham won 
second award in the smaller city 
group, and the Women’s Adver- 
tising Club of Cleveland won 
second award in its. division. 
Honorable mentions were given 
to the Advertising Association of 
Houston, Milwaukee Advertising 
club, Chicago Federated Adver- 
tising Club, Advertisers’ Club of 
Cincinnati, Buffalo League of Ad- 
; dvertising Women, Women’s Adver- 
atising Club of Detroit, Women’s 
Advertising Club of Washington, 


and Women’s Advertising Club of 
Chicago. 

The club achievement awards 
were presented at the opening 
general session Monday by 
Graham Patterson, publisher of 
Farm Journal and _ Pathfinder, 
chairman of the awards jury. 


European Groups Represented 


One unusual feature of the 
meeting was the presence of five 
delegates from English, French 
and Swiss advertising organiza- 
tidns, and official greetings from 
various additional European ad- 
vertising groups. John F. Roe, 
agency executive from Manches- 
ter, England, presented the AFA 
with an illuminated scroll of 
greetings from the revitalized Ad- 
vertising Association of Great 
Britain. 

Entertainment features of the 
convention included the welcom- 
ing brunch on Sunday, sponsored 
by the Council on Women’s Ad- 
vertising Clubs; a Sunday after- 
noon “hospitality party” spon- 


sored by Boston agencies; a sail 
in the harbor Sunday night, spon- 
sored by Boston newspapers, and 
a party Tuesday night, sponsored 
by Boston radio stations. An un- 
usual feature at the Monday ban- 
quet was the presentation of a 
skit, “Forever Advertising,” writ- 
ten, produced and acted by mem- 
bers of the Junior Advertising 
Club of Boston. 

The 1948 convention of the AFA 
will be held in Cincinnati. 


Lewis Howe Increases 
Fall Schedule for Tums 


Starting with October issues, 
Lewis Howe Company, St. Louis, 
maker of Tums, will add 29 gen- 
eral and six farm publications to 
its advertising schedule. The cam- 
paign will include quarter and 
one-third black-and-white pages. 
In March, Lewis Howe returned 
to newspaper advertising after an 
absence of 10 years, and Tums 
copy now runs in 125 dailies. 

Roche, Williams & Cleary, New 
York, is the agency. 


Opens Austin Agency 
Mrs. J. M. Frazier, formerly | 
advertising manager of E. M.| 


Scarbrough & Sons, has opened 
her own advertising agency, Ad- 
vance Advertising Agency, at 
310% W. Sixth St., Austin, Tex. 
Associated with Mrs. Frazier are 
Mrs. Marjorie S. Garza, formerly | 
with J. W. Robinson Company, | 
Los Angeles, copywriter and pro-| 
duction manager, and Mrs. Alma 
L. Ricks, formerly with Foley 
Brothers, Houston, and Capwells, 
Oakland, Cal., staff artist. 


BBC Appoints Slate 


Sam Slate, acting head of the 
program department of the British 
Broadcasting Corporation, New 
York, since November, 1946, has 
officially been appointed program 
director of the New York office. 


Names Montgomery 

Giles N. Montgomery, formerly 
senior service representative of 
the Sikorsky division of United 
Aircraft, has been named sales 
engineer of Doman-Frasier Heli- 
copters, Inc., Stratford, Conn. 


1, “LAM HOME AGAIN. The fire blazes in 
the fireplace. My lands are paid for and they'll 


provide my famil 


me with the world’s highest standard of living.” 


4. “BEEF IS OUR major crop. Already the 
cows are having their second calves. Careful 
breeding and management, strict sanitation, 


pay off with a 95% calf crop.” 


“43 
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7. “TLKEEPa Remount Stallion, six thorough- 
@ bred mares, get high-type saddle horses for 
the Eastern market. Breeding some outside 
mares more than pays the stallion’s upkeep.” 


for Better Farming, Better Living 


CL 


says 


to visualize their horror.” 
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2. “ON THE WAY HOME, Caroline, my 
eight-year-old daughter, chattered incessantly 
about —_ chickens, ponies . . 
mals she must have. Now she has them.” 


5.“THE ZERO-FREEZER is full to over- 
flowing, and the battlefields of Europe are far 
distant. It becomes more and more difficult 


8. “OUR GUEST HOUSE was built froman 9, 
old bunkhouse formerly used for sugar-beet 
workers. | made the fireplace from native 
stone, using a USDA bulletin for guide.” 


Jack Widmer, who fought in the Battle of 
the Bulge . . . saw thousands starving abroad 


. all the ani- 


tives on both coasts.” 


ae wr 


“YES, LIFE IS G 


3. “WITHIN NINETY DA 
more producing a good part of our living under 
a well diversified program. My neighbors too, I 
noted, had branched out during the war years.” 


6. “WHAT A LIVING! During the meat 
famine last summer it was Doris’ pleasure to 
send hams, bacon and frozen beef to our rela- 


ad 7 . Fa ‘J 
OOD. I’ve gained back 
those 30 pounds, sleep again without night- 
mares. Seeing Europe during the war gave me 
a new appreciation of this abundant land.” 


67 


Stentiford Blasts 


| 


Manufacturers’ 
Profit-Taking 


Cuicaco — Henry J. Stentiford, 
vice-president and director of 
merchandise, Aldens, Inc., has is- 
sued a policy statement on fall 
buying for his staff which includes 
the following blasts at manufac- 
turers: 

Fantastic profits, he says, have 
been made by some manufactur- 
ers, particularly of textiles, paper, 


|food and some durable goods; in- 


stead of making “excessive 
profits,’ manufacturers could have 
“sold cheaper and still made a 
fair profit” on thousands of items; 
companies have delayed making 
low-price goods because of fear of 
traditional low profits, and manu- 
facturers have “preferred to take 
tax refunds rather than to return 
to this field.” 

Mr. Stentiford also pointed out 
that a fear of unbalanced or over- 
large inventories has caused clear- 
ances and unloading sales to dis- 
pose of goods which, if rebought, 
would frequently cost more than 
the original price. 

“Our customers’ psychology,” he 
said, “reflects an inereasing selec- 
tivity and willingness to wait for 
exactly the right brand or style.” 

Because such conditions require 
fast turnover of goods, Mr. Stenti- 
ford advised against buying more 
than a 90-day supply of merchan- 
dise. The 90-day coverage will 
include Aldens’ inventories and 
goods on order, he explained. 

Aldens has issued its mid-sum- 
mer flyer stressing time payments 
on furniture items and price cuts 
on all home furnishings. 
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Ketterlinus Elects 


Ketterlinus Lithographic Mfg. 
Company, Philadelphia, has 
elected J. Louis Landenberger 


president, succeeding Harrison K. 
Caner Jr., who has been named 
chairman of the board. The firm 
was founded in 1842 by Mr. Lan- 
denberger’s great - grandfather, 
Eugene Ketterlinus. 


Ryser Names Gordon 


Phil Gordon Agency, Chicago, 
has been named to direct the ad- 
vertising of Ryser Bros., Chicago. 
A campaign for Aromadelle cheese 
fe cheese spread in the Chicago 
|area is planned, using local radio 
|and newspapers. 


COMPLETE WINDOW DISPLAYS : 
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Advertising 's Job 
Ahead Is Outlined 
at AFA Parley 


(Continued from Page 2) 
more, it has little or no promo- 
tional sex appeal. 

“4, Let us, instead, start talk- 
ing about ‘American opportunity’ 
and all that this means to the 
worker, the consumer, the farmer, 
the veteran—and to their chil- 
dren.” 


First Step to Salesmanship 


Emphasizing the same general 
theme, Mr. Schindler asserted: 

“Under today’s influence, read- 
ership may be just as thorough as 
ever, but you have a new com- 
petitor whose ad doesn’t appear in 
the magazine or newspaper, but 
whose influence creates indecision 
and fosters inaction. That new 
competitor is the growing fear of 
insecurity. 

“Thus all salesmen and adver- 
tising men are confronted with a 
new and serious challenge, for we 
cannot expect a reader to be in- 
terested in our products, beyond 
the point of buying only the bare 
necessities of life, as long as he is 
primarily so fearful of his future. 
Removing this fear and uncer- 
tainty is therefore a job for the 
entire advertising profession—one 
which in these troubled and un- 
certain times becomes the first 
step to salesmanship.” 

Sen. Owen Brewster of Maine 


The ae ee 


RS * JOBBERS * MANUFACTURERS 


told the conference Tuesday that 
world peace and understanding 
can come only from a greater and 
deeper knowledge of all peoples 
of the world, and pointed out that 
advertising can play an enor- 
mously important role in selling 
such understanding to residents of 
all countries. 

Warning that the survival of 
advertising “is at stake as one of 
the first and most obvious offer- 
ings on the altar of totalitarian- 
ism,” Mr. Brewster declared that 
mobilizing world opinion behind a 
course calculated to preserve 
world order is essential, and that 
advertising can be of real value 
in this connection. 

Specifically, the Senator sug- 
gested that foreign travel, vigor- 
ously promoted, can not only solve 
the problem of developing a bal- 
ance between imports and exports, 
but also can serve the cause of | 
world peace by developing greater | 
understanding and appreciation | 
among all peoples. “Ten million | 
Americans visiting foreign shores 
in the next 10 years would do 
more than all the conferences in 
the world to promote understand- 
ing and good will,” he said. 


$3 Billion Foreign Travel 


Within the next five years 
Americans probably will be able 
to go to London or Paris in 10 
hours at a cost of $100, he said, | 
thus bringing world travel within | 
the scope of families of modest in- | 
come. With such a picture, it is) 
not impossible to visualize a for- | 


thought with.regard to atomic en- 
ergy and world peace at the 
brunch sponsored by the Council 
on Womens Advertising Clubs on | 
Sunday. The brunt of world lead- 
ership falls upon educated Ameri- 
cans and especially upon advertis- 
ing people, Mrs. Hobby said, while 
decrying the “Maginot Line” 
thinking which she said is too 
prevalent in this country now. 
“Timorousness, caution,  self- 
doubt are against everything we 
mean when we say ‘American,’” 
Mrs. Hobby said. “The great 
American tradition has been the 
self-confident, the cocky, the 
surely shrewd. .. This is no time 
for America to lose its spirit. . . 
It is better to live fearlessly for 
peace than fearfully for war.” 


Urges Export of Capital 


Although J. P. Spang, president, 
Gillette Safety Razor Company, 
another speaker at the Tuesday 
luncheon, delivered a more work- 
aday advertising talk, he too em- 
phasized the foreign flavor by re- 
counting some of the difficulties 
his company has experienced in 
translating American advertising 
into all the more common lan- 
guages as wellas into such uncom- 
mon ones as Hindustani, Burmese, 
Cujarthi, Urdu, etc. 

Mr. Spang also declared that he 
is a great believer in the export 
of American capital “as perhaps | 
the most important single way} 
|that American business can con- | 
'tribute to world peace and pros-| 
perity. It is more important to | 


/unemployment — Public 


|advertising men 
|have three vital objectives for 


communications specialists and 


in particular, 


which they must work vigorously 
day and night. These are: 

“First, to maintain high levels 
of productive employment through 
dynamic distribution. 

“Second, to explain to all 
Americans, by means of all media, 
the values of our free competitive 
enterprise system, which is the 
very foundation of our free so- 
ciety. 

“Third, to support those who 
are officially engaged in the use of 
mass communications for spread- 
ing world understanding and 
maintaining world peace. 


Can Control Unemployment 


“One of the sure ways by which 
Enemy 
No. 1—can and must be kept 
under control is by better adver- 
tising and merchandising,” Mr. 
Fletcher said, adding that unfor- 
tunately, people don’t necessarily 
spend money just because they 
have it. “If we are to progress 
and prosper, people must not only 
have money but they must be 
willing to spend it. Thus the im- 
portance of advertising and sell- 
ing becomes crystal clear.” 
Studies of business expendi- 
tures show that advertising ex- 
penditures are always high when 
| business is good and easy to get, 
|he said, while advertising ex- 


penditures hit low levels when |} 
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guided by the man responsible f, 
its success to date.” 

Declaring that the social re 
sponsibility of advertising is mg 
only partially by its support , 
public service 
campaigns, 
Walter Weir, 
president of the 
New York 
agency of that 
name, told the | 
final luncheon 
session: 

“Here is where 
the social re- 
sponsibility of 
advertising lies 
and where it is 
either met or neglected. I lb 
lieve that, in the daily wooing ay 
occasional winning of the Amer 
can public to the commerci 
wares and services available to j 
advertising faces its greatest soci: 
responsibility —and meets it 4 
fails to meet it in terms of whethe 
or not it spreads the desire f 
and use of these goods and sery 
ices effectively and at the lowe 
possible cost.” 

It is imperative to get the ide 
across all along the line, Mr. Wei 
said, that “advertising that can } 
criticized for not meeting its soci 
responsibility, for not being j 
good taste, for being vulgar, ey 
aggerated or utterly incredibk 
can also be criticized for bei 
poor advertising, for being inef 
fective saleswise, and for faili 


Walter Weir 


business is slow and sales tough.| to make full and economical u 


“If we are to have a stabilized| of the dollars and the effort p 
eign travel bill of as much as $3/| create payrolls and buying power | market demand, he said, “adver- | behind it.” 


billion annually, he said, in con-|than to maintain soup kitchens. | tising pressures should be main- | 


trast to $1 billion before the war. 

The advertising profession can 
also help create world harmony 
by selling the idea of a broader 
and more accurate knowledge of | 
foreign affairs and problems to| 
the American people, the Senator | 
said. 


Mrs. Oveta Culp Hobby, execu- | 


tive vice-president of the Houston 
Post and wartime commander of 
the WAC, expressed the same 


= a & 


iz E67 read 1 the NEWS: 


Pw Saa 
; 


MARKET FACTS 


3g 6% coverage sells the big 
. O Buffalo market in one 


great newspaper—read by every- 
one—at one low advertising cost. 
We shall be pleased to furnish 
complete market information and 
advise how you can sell your 
product in the Buffalo area. 


| Sure, in some cases we may be! 
creating local competition for own | 
own products. But we’ve always | 
thrived on hard competition at) 
home, and I know we can meet) 


and lick competition overseas.” 
Asks ‘Grass Roots’ Aid’ 


At the Wednesday luncheon, | 
Charles G. Mortimer Jr., vice-| 
president of General Foods Cor- | 
poration and chairman of the Ad- 
vertising Council, made a strong 
plea for the “grass roots” support 
of AFA clubs and members in! 


| 
| 


| 
| 


me | unless they are reinforced by in- 


City Population «9s e) 667,944 
City and Trading Area 1,072,214 


Industry—Diversified and Pros- | 


perous with all twenty Main Line 
Industries. 


Headquarters — For Upstate | 


Wholesale Buying. 
News Circulation 266,701 


Burrato™ EVENING News 


EDWARD H. BUTLER 
Editor and Publisher 


Western New Y brks sem Newspaper 


KELLY-SMITH CO. 


National Representatives 


;connection with the many new 
| programs which the council is 
| undertaking, and particularly in 


| work at the grass roots.” 
| Recounting how the work of the 
| 


| that 


| connection with the “economic lit- 
|eracy” campaign, developed by 
the Four A’s and the ANA, which 
the council will promote. 

“There will always be a limit,” 
he said, “to the effectiveness of 
big, broad, national campaigns 
tensive, 


vigorous, penetrating 


Advertising Council during and | 
since the war has demonstrated | 
'not only that advertising can sell | 
| ideas and public spirited action as | 
well as goods and services, and | 
in the performance it can | 
benefit advertisers and advertis-| 
|ing, Mr. Mortimer said: 
“I know you share with me a| 


cs | new sense of the importance of 
s | | what we are doing and the urg-| 
| ency of that which we must do. | 
is more than a 


| Business today 
/means to a living; management in | 
| all its phases is more than a job— 

it is a mission. Now or never we 
| create jobs, harmony, mutual 
|understanding and peace — for 
/ourselves and the rest of the 
world. You and I in advertising 
are in possession of a precious in- 
strument. Much will depend on 
| how well we do our jobs.” 


Fletcher Sets Objectives 

C. Scott Fletcher, president, En- 
cyclopaedia Britannica Films, Chi- 
cago, told the final luncheon ses- 
sion Wednesday that “during the 
next few years we must fight for 
| not only the improvement, but the 
very life of our competitive free 
enterprise system, and our free 
society as a whole. We have no 
time to waste. 

“Specifically this means that 
business men in general, and mass 


| tained—perhaps increased—at the 
firsts sign of a decline in business 
—and that means now.” 


Praises Council Campaign 


Mr. Fletcher paid tribute to the 
new Advertising Council cam- 


| paign on better understanding of 


our economic system, and urged 
its wholehearted support upon 


every segment of the advertising | 


business. He also voiced a strong 
appreciation of the activities of 
the overseas 
of the State Department, directed 
by William Benton, whose budget 
has been slashed by the House 
appropriations committee. 
Declaring that he is unalterably 
opposed to the intrusion of gov- 
ernment in private business, Mr. 
Fletcher said that there is no pri- 
vate alternative for the State De- 
partment program, and “it is im- 
perative that it be continued, and 


information service | 


The rash of books by advertis 
ing practioners which ridicule a¢ 
vertising cannot be ignored, 
said. They indicate the necessit 
for a greater sense of social r¢ 
sponsibility and good taste on t 
part of the writers of advertising 
If these attitudes are develops 
within the advertising busines 
and products and services can } 
sold intelligently, economical] 
and with a vivid sense of socia 
responsibility, advertising wil 
automatically discharge a_ gre 
portion of its public service fun 
tions, Mr. Weir said. 


Builds New Plant 


The Arizona Republic and Phoe 
nix Gazette are investing mo 
than $1,000,000 in a new buildin 
which will house offices an 


presses of both papers and th 
commercial engraving plant. Th 
building is expected to be com 


pleted within a year. 


Collins 
Miller and 
Hutchings 


207 NORTH MICHIGAN 
CHICAGO I, ILLINOIS 
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: Detailers Stress 
“Advertising Waste 
st Point of Sale 


Boston—Retail conference 
eakers at the Advertising Fed- 
ration of America convention 
hst week emphasized that ‘“ad- 
ertising must play a more im- 


tain “what type of manufacturer 
advertising they would prefer, to 
achieve immediate, but not sale 
or price-cut, response,” Mr. Abra- 
hams said: 84.8% made coopera- 
tive advertising their first choice; 
“10.9% preferred advertising 
mainly in national magazines,” 
and 4.3% ‘manufacturer adver- 
tising in their local newspaper.” 


Welcome Usable Ideas 


Even though “a fabulous pro- 
portion of manufacturer-prepared 
material never sees the light of 


advertisers learned these ‘facts of 
life.’ ” 

Lew Hahn, president of 
NRDGA, said that it is not neces- 
sary for a store to try to “dom- 
inate the paper” with its adver- 
tising. “You can do it with a 
little box, if you provide better 
values and services, and express 
them in plain, simple terms,” he 
said. 


Frank Gatewood, display adver- | 


Washington Admen Elect | 


69 
Appoints Reuel Elton 


Reuel W. Elton, formerly ex- 
ecutive vice-president of the Na- 
tional Paint, Varnish & Lacquer 
Association, has been appointed 
general manager of the American 
Trade Association Executives, a 
national society of professional 
trade association executives with 
headquarters in Washington. He 
| will take over his new duties about 
July 1. 


To Redfield-Johnstone 


Resinol Chemical Company, 
tising manager of the Washington Baltimore, has appointed Redfield- 
Times- Herald, has been elected | Johnstone, New York, to conduct 
president of ‘the Washington Ad- a special newspaper and radio 
vertising Club. Other officers | campaign on Resinol ointment and 7 
elected are James Rotto, sales and soap, beginning June 15 and run- oe 
publicity director of the Hecht! ning for six months. L. A. Sand- — 
Company, first vice-president;|lass Advertising Agency, Balti- sl 
William F. Sigmund, partner of| more, regularly handles the ac- 
Henry J. Kaufman & Associates, | count. ‘ 


ortant part in reducing the cost| day,” he emphasized that “ac- 
f distribution.” tually, retailers are starving for 
The failure of many manufac-| good ideas. They gladly welcome 
rers and advertising agencies to| promotional assistance.” 

get the retail slant” and to co-| Of manufacturer material “al- 
@perate effectively with their re-| ways” used by stores, stuffers led 
jlers in advertising and sales| with 18.9%, followed by news- 
t/romotion costs consumers many | paper mats, 11.3%, and interior 


WORLD HORIZONS—Col. 
White (right), publisher of United Na- 
tions World, presents the first copy of 


Egbert 


World Horizons, Swedish edition of 


first of a projected overseas chain of 
55 magazines affiliated with United 
Nations World. 


a : : UNW, to -His Excellency, Herman ice- ; . 
; me of dollars annually, it — pi A Pg Pang Erickson, Swedish Minister to the Guthite big gga  Guihele R ss Pesan : 
vas shown. “47/05 ~| United States. World Horizons is the j : ; ins rere at 
Howard P. Abrahams, sales pro-| lowed by radio scripts, 37%. Lithograph, executive secretary, | *yan Jo yson : 


and Ernest S. Johnston, Johnston 


Edward C. Ryan Jr., formerly 
Agency, treasurer. 


assistant to the copy chief on the 
Sinclair Refining Company and 
Richfield Oil Company accounts 
at Hixson-O’Donnell Advertising 
Agency, has joined the account 


All major types of material, 
ational Retail Dry Goods Asso-| however, were “sometimes used,” 
iation, urged manufacturers andj|led by interior displays, 80%; 
gencies to: stuffers, 76.6%, and window dis- 
“1, Hire the best retail brains | plays, 74.8%. 

. and put them on their pay- Proportions of the material with 
idefiboll ; a retail slant, however, were gen- 
“2. Train themselves and their|erally smaller, Mr. 
ssistants to learn and understand | said, for six reasons: 
i@etail methods”; “1. The. advertisements are 
i 3. Or in lieu of this, “I would | often remakes of national adver- 
Wo to the retailer who sold the| tising; 

ost of my product” and get him “2. They frequently have 1 
o “turn out, with me, the best oe of the maker’s name, | to contact nearly 6,000 first buyers clean and removing stains. 
etail promotional job on my/|cuts and other devices,” with no| to get nati * tant ion. Ma 9 i aa PM 
product that he could create.” space allowance for the mer- phy if gros a Ge cake Oa Knollin Appoints Green 
This package would include chant's own name; fellows, he can reach nearly every |. William J. Green, who prior to 
ewspaper advertising, radio : 3. They are often prepared part of the country through retail his service in the Naval Air Corps 
cripts, stuffers, booklets, window} with black reverse cuts which} ynits.” was production manager of Sta- 
iftnd interior displays, and pub-| most department and _ specialty tion WRNL, Richmond, Va., has 


motion division manager of the 


Issues Informative Tag 


newspapers. Tomorrow they may ‘ F : 
; Se ee Pee Collins & Aikman Corporation, 
go in for institutional advertising New York, automobile and fur-| group of O. S. Tyson & Co., New 


to sell the whole store.” niture upholster ha e d , ; 
Mr. Shave predicted that “the| an ePlB aca tes tae Lar York industrial agency. 


Abrahams | future battle of the brands will|Cavel fabrics. The tag, a four- 
be fought at the retail level,” with | page folder printed in colors on 
retailers largely in control of the| heavy card, specifies the material 
situation. as Cavel pile fabric, gives a moth- 
“Thirty years ago,” he ex- damage guarantee, and supplies 
plained, “a food manufacturer had information on keeping the fabric 


icity. 


stores will not use; 
Mats Often Too Large 


J. D. Runkle of Crowley, Milner 
& Co., Detroit, chairman of the 
board of NRDGA, outlined six 


been appointed manager of the 
radio department of Knollin Ad- 
vertising Agency, San Francisco 


SUCCESSFUL 4 


Would Vary Material . see geen A py sor 
Mr. Abrahams suxgested, in ad- “4. Newspaper mats are fre- pg Berne 4a il advertising | and Los Angeles. 


Hition, that for products sold both | quently too large for the average “1, By better selection and 
ingin “promotional and non-promo-| store; onrdibees dicing of products to be 
amional stores’ the campaign be “5. Art work is often not suit- advertised: 
varied to include satisfactory ma-|able for retail newspaper mes- “eg By better preparation of 
erial for all of them. sages; the o dvertising itself: 
He pointed out that some manu- “6. Retail advertisements must “3. By better enna Dtention ha. 
ia@acturers recently have with-| both look — read like retail ad- tueen merchandising and adver- 
Hrawn cooperative advertising | vertisements. = eae 
hgreements and discounts. “It has The “old advertising technique ae departments within the 
fun@aken the NRDGA many months| of getting the consumer to ask “4. By closer cooperation with 
0 convince many manufacturers | the retailer for the product,” said ustlenn’ advertising; 
hat this anti-discount procedure} Lewis C. Shave, president of Na- “5, By better follow-up on tie 
ras wrong,” he said. By with-| tion-wide Stores Company, “may vortion d merchandise, through 
Hrawing discounts, “manufactur-| not be as easy in the future, when displays, training of eal es people 
prs were merely raising their| distributors become large enough and eushomer service: ‘ 
prices.” By withdrawing adver-|to use the best advertising agen- “g. By more aacurate ond édin 
ising allowances, they are “cut-| cies and media. entific naiememenin of tee #6- 
ing off their advertising noses to “Retail food advertisers are be- sults of advertising.” 
pite their future sales.” coming large space buyers. So far . 
In a survey of stores to ascer-| it is largely price advertising in Can Aid Small Stores 
J. M. Ellis, sales promotion 


manager of G. C. Murphy Com- 
pany, McKeesport, Pa., pointed to 
the opportunity for “lively” ad- 
vertising agencies to serve hun- 
dreds of small stores which do 
not have promotion managers. 

Margaret Crowther, merchan- 
dise manager of Life, urged the 
necessity of preventing “waste of 
national advertising impressions 
by unfinished selling” at point of 
sale, or of “failure to merchandise 
national advertising.” Life’s re- 
tail representative groups of 75 
young men, she said, to date have 
made calls on 65,000 retailers. 


(MITATED eal 


Drug Sales in 


% th 


TO ALL-TIME PEAK 
OF $13,453,000 


Worcester drug sales, last year, kept aoa, 
right on climbing. They reached an all- e 
time high of $13,453,000, or $2,178,000 “f 
more than in 1945, an average of $27 “ 
for every man, woman and child. Over ra 


Pa Peg ag ern dg j 600 diversified industries keep Worcester a 
New York University, was a families prosperous and in a buying mood ve 
“gravely concerned” about the x year in and year out . . . and the Wor- 
circumstances that are contribut- ay 3 cester Telegram-Gazette is the buying 
ing to the “slackening of the ee guide of Worcester and the central 
boom.” , e: Massachusetts area. Daily circulation is 
“I am still more concerned ey in excess of 140,000 and Sunday cir- 
about our apparent inability to| % ’ culation over 100,000. 
counteract the unfavorable turn | Ye, 
of events—I fear that we don’t) » 


have the ‘know-how’ to make | “2. 
fully effective use of advertising | 
as a sales building force,” he said. | 
Tests conducted by the univer-| 
sity over the past 10 years with) 
75 department stores that spend | 
more than $35,000,000 a year for 
advertising, Dr. Edwards ex- | 
plained, show that “it is possible | 
to identify the successful and | 
unsuccessful advertising tech- 
niques ... It’s about time that 


All figures from Sales Management 
1947 Survey of Buying Power 


Te TELEGRAM-GAZEITE 


iil WORCESTER, MASSACHUSETTS \ 
GEORGE F BOOTH Publishern- ' 


“MOLONEY, REGAN 8 SCHMITT, INC. g9NATIONAL REPRESENTA 
OWNERS of RADIO STATION WTAG 
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Appoints Housley 

J. L. Housley has been ap- 
pointed sales manager of the in- 
dustrial division of Gooderham & 
Worts Ltd., Toronto distiller. He 
has been with the company since 
1929. 


Rubberset Ups Campbell 


Donald W. Campbell has been 
appointed assistant advertising 
manager of Rubberset Company, 
Gravenhurst, Ont. He has been 
with the company in a sales and 
advertising capacity. 


OFFICES 


IN PITTSBURGH AND 


NEW YORK 


Advertising Too 
Much Like Itself, 
Webster Declares 


Boston — Forrest U. Webster, 
agency head and president of the 
Industrial Marketers of Detroit, 
told a special session of the Na- 
tional Industrial Advertisers As- 
sociation, held here May 27 in 
conjunction with the Advertising 
Federation of America, that the 
way to overcome the 
cost of advertising is to make all 
advertising more effective. 

The session was arranged by the 
Technical Advertising Association 
of Boston, and presided over by 
Joel H. Squier, Sutherland-Abbott 
Company, president of the local 
group. 

“Too much advertising is pro- 
duced to make a good appearance, 
rather than to make a sale,” Mr. 
Webster said. ‘Too much of our 
advertising appears to be adver- 
tising. Let’s cut out some of the 
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A NEWSPAPER SUCCESS STORY 


IN NEW ORLEANS 3% 


of the Department Store Newspaper 


Advertising Dollar is placed in 


The Cimes-Picauune 


MORNING ¥% EVENING * SUNDAY 
New ORLEANS STATES 


This is but one aspect of the advertising success story 
of The Times-Picayune and New Orleans States. 
1946, of the 1268 New Orleans retail newspaper. ad- 
vertisers, 1084 ran in these newspapers and one HALF 
of the 1084 were EXCLUSIVE accounts. The medium 
selection of the local advertiser, on the scene, is usu- 
ally a good guide to follow for success in your ad- 


vertising. 


Representatives: 


JANN & KELLEY, Inc. 
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“Parcel 
4.6 times 
of the inct 
plained. 
fact that t 
publishers at the 63rd annual spring meeting of the Inland Daily Press Associa. §* deficit 
tion, are (left to right): H. R. Winsor, Ledger, Canton, Ill.; Harold P. Furstenau, § C°St of $6 
News, Ludington, Mich.; O. S. Stauffer, State Journal, Topeka, Kan.; G. A, report did 
Winters, Independent, Grand Island, Neb., and Gordon Phillips, Daily News, jon postcar 
Midland, Mich. Parcel 
fancy stuff and concentrate on| points we want to make in th “Yet yo 
getting out advertising that causes | prospect’s mind. And let’s get ouf™ indicated 
unconscious asborption of  the| on the firing line, either by sellingf postcards 
our goods ourselves or by goin The gra 
along with our salesmen. Only ingfnificant d 
this way can we really discover estimated 
the sales points that will click inffin 1947 w 
the buyer’s mind.” and third 
posed incr 
Introduces New Product make up | 
An unusual feature of the pro@daily pap 
gram was the presentation, with azines and 
complete stage setting, sound slidelg% of n 
films and a cast of nine, of the in-§these are 
troductory advertising campaign carrying 
on a new abrasive, 32 AlundumJ revenue ; 
which was presented to its ownf “Why : 
sales staff by Norton Company. Jmails ge 
Put on at the end of a three-day§ amountin 
conference of its entire sales engi-@ deficits « 
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force, and was extremely impres-§ week, th 
sive in its dramatic force. day to ¢ 
thorizing 
, P study of 
Moves Editorial Staff Meanv 
World Ports, Chicago, has moved Priations 
its editor, Paul Amundsen, andg tact the 
the entire editorial staff to thefj appropri 
Earle building, Washington. Thell the Hou 
executive, advertising and circu-fj 999 toke 
lation departments of the publica- was rest 
tion will continue to operate out 
of Chicago. ‘ 
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arm Bloc Fights 
Parcel Post Boost 
in New Rate Bill | 


(Continued from Page 1) 


of all increases carried in the 
pill, though it causes only 8.6% 
of the anticipated $493,000,000 
1948 postal deficit. 

The grange proposed smaller 
increases on parcel post, and 
jarger increases in the rates for 
advertising matter and postcards. 

“Parcel post is asked to carry 
46 times its proportionate share 
of the increase,” the grange com- 
plained. “Contrast this to the 
fact that though postcards showed 
qa deficit of $37,000,000 out of a 
cost of $67,000,000, the committee 
report did not raise the rate at all 
on postcards. 


Parcel Post Overburdened 


“Yet your committee’s analysis 
indicated that 90% of the use of 
postcards is commercial.” 

The grange observed: “The sig- 
nificant deficits out of the total 


mmestimated deficits of $493,000,000 


in 1947 will occur in second class 
and third class mails. Yet pro- 
posed increases in these mails will 
make up only 6% of the deficit of 
daily papers, 7% of news maga- 
zines and similar periodicals and 
of national magazines. All 
these are highly commercialized, 
carrying handsome 
revenue advertisements. 


returns in| 
| Ryan, chairman of the BMB board, 
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NEW CROP—Following tests in Mil- | 
waukee and Rockford, Ill., Thomas J. 
Webb Co., Chicago, is using a series | 
of 1,000-line ads in the Chicago Trib- 
une, promoting its “new crop" coffees. 
Ivan Hill, Inc., Chicago, is the agency. 


BMB’s Financial 
Woes Amplified 
by NAB Proposal 


New York—Characterizing the) 
NAB suggestion that the second | 
Broadcast Measurement Bureau | 
study be deferred until 1949 as/| 
“quite understandable,” J. Harold | 


“Why should. these commercial | | said BMB “will no doubt pay very 


mails get off with an 


deficits compared with an in-| 
crease for parcel post that amounts 


to 75% of its deficit?” 

The postal rate bill (H. R. 
3915) waited on the House calen- 
dar while a stream of appropria- 
tions bills received priority on the 
floor. (Estimates of the postal 
deficit under the bill appear on 
Page 46.) 

Following disposal of the agri- 
culture appropriation in mid- 
week, the House hoped on Thurs- 


day to approve a resolution au-| 


thorizing a full-scale efficiency | 
study of Post Office operation. 
Meanwhile the Senate appro- 
priations committee reported in- 
tact the $1.5 billion Post Office 


appropriation already approved by | minimizing the seriousness of their | 
the House. Part of the $13,000,-! financial plight, which was pointed | 


increase | careful attention to the NAB pro- 
amounting to about 742% of their | posal since the broadcasters fur- | 


'nish the sinews for its work.” 

Reach by telephone at _ his| 
office in Toledo, Mr. Ryan, reply- | 
|ing to a question of what action | 
would be taken to meet the press- 
ing need for finances, said funds 
raised from 135 subscriptions for 


the proposed 1948 survey prob- | 


ably will be reallocated to go into 
the 1949 study. 

Such a move would be made 
only after the subscribing stations 
had agreed to it and after BMB’s 
finance committee has studied the 
problem and decided upon 


| best procedure, Mr. Ryan said. 


See Permanent Basis 


BMB officials here, far from 


000 token cut made by the House} out to NAB at a recent district 
meeting by President Hugh Feltis, 


was restored by the Senate. 


Special Libraries Group 
to Meet in Chicago 


| interpreted NAB’s 


action as a 


/move toward setting up BMB on a 


| Permanent, month-to-month basis | 


{similar to that of the Canadian 


The Special Libraries Associa-| Byreau of Broadcast Measure- 


tion will hold its annual meeting 
in Chicago, June 9-13, at the Drake 
Hotel. Keo Currie, vice-president 
and director of research of Need- 
ham, Louis & Brorby, Chicago, 


ment. 
present budget will be exhausted 
in July. 

Committees of BMB are sched- 


will be guest speaker at a luncheon | uled to meet next week to discuss 
meeting of the association’s ad-| the future of the organization. The 


vertising group, which is headed | finance committee will meet with | 
When | 


by Rosalind H. Morrison 
Doherty, Clifford & Shenfield, New 
York. Elizabeth G. Carlson, Ap- 
VERTISING AGE, is Chicago repre- 
sentative of the advertising group. | 


Makes Gemaco Freezer 
General Machine Company,| 

Emmaus, Pa., maker 

stokers and oil burners, has be- 


of | lan 


NAB sub-committee. 
their reports are complete, they 
‘will be presented to the BMB 


| board, with which the final deci- | 


| sion rests. 


| 


of electric | 


gun production of its new Gemaco | 
freezer for home use, and will | 


promote it with national consumer | 


advertising, direct mail and a | 


dealer mat service. 


Plugs Dog Food 


Doyle Packing Company, Los 
Ahgeles, producer of Strongheart 
dog food, with the return of its 
product in cans, has launched a 
campaign in magazines and news- 
papers. The account is handled 
west of Pittsburgh by 
Riordan Company, Los Angeles. 


To Small & Seiffer 
Frederick F. Lowenfels & Son, 

New York, distributor of Hotel 

Bar butter, has placed its adver- 


Mr. Ryan, former .NAB presi- 
_ dent and director at large for 
| NAB, explaining the reasons be-| 
hind the broadcasters’ 
postpone the next BMB study, 
said: 


have been delayed for understand- 
able reasons—mostly legal. The 


| network report just came out this 


John H.| 


week. There has not been much 
time to study the material or put 
it into use. Until the results of 
the survey are put to use, stations 
are less likely to be sold on it.” 


Cooltan Gets Promotion 


Cooltan, an English suntan lo- 
tion distributed in Canada by 
Richards Glass Ltd., Toronto, is 
being advertised throughout Can- 
ada in newspapers and trade pub- 
lications, beginning this month. 


ing with Small & Seiffer, Inc.,|; McKim Advertising Ltd., Toronto, 


New York. 


‘is the agency. 


the | 


Funds available on BMB’s | 


desire to| 


“Reports from the first study 


Last Minute News Flashes 


Hallicrafters Readies New Magazine Drive 

Cuicaco—Hallicrafters Company’s first national magazine campaign 
for its radios since an institutional drive during the war will break 
June 16 in The Saturday Evening Post and will.include two to four 
ads this summer in Better Homes & Gardens, Fortune, Holiday, Na- 
tional Geographic, the Post and True. Its drive, aimed at “amateurs” 
and electronic specialists, continues in CQ, Electronics, FM & Tele- 
vision, Proceedings of the I.R.E., QST, Radio Craft and Radio News. 
Burton Browne Advertising is the agency. 


Remington Rand Promotes New Plastic Plate 

New YorK—Remington Rand, through Leeford Advertising Agency, | 
will use pages this month in Mail Order Journal, Office Appliances, | 
Office Management, Purchasing, Reporter of Direct Mail Advertising, 
The Office and The Post to promote a new type of office duplication 
plate, made of plastic, developed after three years of research. The 


campaign will run for six months, supplemented by direct mail aaa, 


vertising. 


Argument Over 
Highway Figures 
Halts Census Bill 


Tek to Launch Prize Contest 
NEWARK—Tek Corporation, through Hanley, Hicks & Montgomery, | 


Sunday Tribune, 


| New York, will use June issues of The American Weekly, Chicago | 
New York Sunday News, Philadelphia Sunday In- 


quirer and This Week Magazine for a color spread, and color pages 
in Collier’s, Life and The Saturday Evening Post to announce a prize 


contest of 2,536 awards totaling $21,145, 


introducing Tek De Luxe 


tooth brush. Contestants will be asked to supply the last line of a 


five-line limerick, and accompany each entry by a label. 


close July 31. 


Offer will 


Eversharp Plans Schick Father's Day Drive 


NEw YorK—Aiming at the Father’s Day market, Eversharp will 
spend $75,000 in a coast-to-coast one-day advertising campaign. Ap- 
pearing Sunday—one week before the holiday—the advertisements will 
feature the Schick Injector razor as a likely present for dad. The ad— 
| about 1,000 lines—will run in 181 newspapers in 178 cities of 50,000 
or more population throughout the U. S. Biow Company has the 


account. 


‘Milwaukee Road to Use 819 Papers 


Cuicaco—The Milwaukee Road next week will run 1,600-line ads | 


WASHINGTON—Legislation for an 


| immediate Census of Business and 


Manufactures was held up last 
week while government agencies 


| battled before the House post 


office and civil service commit- 
tee over the advisability of col- 
| lecting additional details on high- 
| way transportation. 

With Census Bureau representa- 
| tives sitting gloomily on the side- 
| lines, H. S. Fairbanks, Deputy 
| Commissioner of the Public Roads 
| Administration, complained that 
the transportation census cur- 
rently before the committee might 
not be sufficiently broad to pro- 
vide necessary data for highway 
planning. 

While he had previously ap- 
proved this amendment, and it 
| had been incorporated in the com- 
panion bill passed by the Senate 
last month, Mr. Fairbanks told 
the committee that further study 
indicated that it might not author- 
ize collection of data on highway 
operations ‘of individual manu- 
facturers. 


Directed at Small Truckers 


On the other hand, Walter 
Splawn of the Interstate Com- 


in 277 daily and 542 weekly newspapers in on-line cities promoting | Merce Commission contended that 


its new Olympian Hiawatha 


cities. 


“speedliner” 


new service, which starts June 29, with ads in some newspapers and 
10 national magazines this spring. Roche, Williams & Cleary is the 


agency. 


Richard Crisp Joins Tatham-Laird 


Cuicaco—Richard Crisp, previously sales analyst for S. C. Johnson | 


& Son, Racine, Wis., 


has joined Tatham-Laird, Inc., 


as director of 


market research. Mr. Crisp was at one time manager of the market- | 
ing department of Foote, Cone & Belding and last year won one of 
the annual American Marketing Association awards for leadership in| are already getting from regu- 


marketing. 


Probe of Fair 


Trade Pricing 


Started by FTC 


WASHINGTON—The FTC opened | 
a price probe of fair trade indus- | 
tries last week with telegrams to | 


200 drug, appliance, furnishings 


|}and apparel manufacturers check- | 


ing on changes in mark-up mar- 


gins to wholesalers and retailers | 


in the past 13 months. 

Each firm was asked to re- 
|port wholesale and retail prices 
or suggested prices stated in fair 
trade contracts for April 1, °46, 
| Jan. 1, ’47, April 1, ’°47, and May 
15, °47. They were also asked to 


'retail discount rates between 
| April 1, ’46 and May 15, ’47. 

Long a foe of fair trading, FTC 
|had noted the inelasticity of fair 
| trade goods in curent advertising 
| of retail price markdowns. Com- 
| missioner Lowell B. Mason openly 
warned that fair traders must find 
| ways of making their price levels 
|respond to market situations. 
| Inclusion of both April 1 and 
May 15, 1947, dates indicated that 
the commission is trying to estab- 
lish the responsiveness of fair 
traders to government appeals for 
lower retail prices. 


To McClure & Wilder 


McClure & Wilder, Inc., War- 
ren, O., has been appointed to 
direct the advertising and pub- 
licity of the Brainard Steel divi- 
|sion of Sharon Steel Corporation, 
Sharon, Pa. Business papers and 
direct mail will be used. 


Mischke Joins Ritchie 

Dick Mischke has joined 
creative staff of Ritchie Advertis- 
ing Agency, Houston. 


report changes in wholesale and | 


the | 


Tables Turned; 
CBS Decides to 
Review Press 


New YorK — Having absorbed 
much criticism from its big broth- 
er—the press—radio, at long last, 
is striking back. 

The Columbia Broadcasting 
System last week initiated a new 
series of programs, the sole pur- 
pose of which is to present a crit- 
ical analysis of the press. 
Saturday, 6:15-6:30 p.m., 
over WCBS only, the broadcasts 


will discuss the news as handled | 


by the New York press—including 
newspapers, 
associations. 

First of the new programs, with 


CBS News Analyst Don Hollen- 
beck in charge, was aired last| 
Saturday. 


Barbados Resumes Copy 


Barbados, British West Indies, 
will resume its advertising cam- 
paign for American tourists in a 
spfing drive in newspapers 
magazines, through the Wendell P. 
Colton Company, New York. A 
Barbados Information Bureau has 
been opened under the auspices of 
the Colton company in its offices 
in the Chanin building. 


Arndt Appoints Two 


Theodore A. Braun has been 
named assistant production man- 
ager of John Falkner Arndt Com- 
pany, Philadelphia, succeeding 
Harry Seeburger, who has been 


promoted to production manager 


Long Appoints Larue 


George H. Larue has been ap- 
pointed manager of the San Fran- 
cisco office of Long Advertising 
Service. 


service between here and | 
the Pacific Coast. The opener will run in color in Pacific northwest | 
Other ads will appear till early July. The line led up to the 


Heard | 
EDT, | 


magazines and seand 


and | 


there is plenty of information al- 
ready on hand to guide federal 
road planners. Mr. Splawn noted 
that the proposed transportation 
census would be directed largely 
at the thousands of small truckers 
tail currently covered by the de- 
tailed reporting forms of the com- 
mission. 

Since these firms handle only 
2% to 3% of interstate commerce, 
| he suggested that road planners 


‘lated carriers “a bigger sample of 
| statistical data than anyone could 
| hope for.” 
| In urging the committee to 
| strike out the _ transportation 
census, and “avoid the danger of 
duplicated effort,” he pointed out 

that neither the Census Bureau 
|;nor the business community had 
| asked for the transportation study. 

“If you want more transporta- 
tion figures, ICC is prepared to 
get them,” he said. “As it is, we 
are respecting the policy dictated 
by Congress to spare small truck- 
ers and truckers of agricultural 
products from as much reporting 
as possible.” 

The transportation census had 
| been incorporated in the Hawkes 


| Bill (S. 554) and the Hagen Bill 
| (H. R. 1821) on the instigation 
of Sen. Pat McCarran (D., Nev.), 
|a member of the Senate appro- 
|priations committee. Earlier, 
spokesmen for the Bureau of 
Labor Statistics and the Depart- 
ment of Agriculture endorsed the 
plan for censuses covering 1947. 


Issues New Directory 

The first edition of a new an- 
nual compilation of catalogs relat- 
ing to the institutional field, called 


“Institutions Catalog Directory,” 
has been issued by the publisher 
of Institutions Magazine, 1900 
Prairie Ave., Chicago. The price 
is $5 per copy. 
Signs for Seasons Show 
The Fourth Street Area Mer- 
chants Association has signed a 
two-and-a-half-year contract with 
WLWA, Cincinnati FM station, to 
air a Sunday evening recorded 
symphonic program, 8-9:30 p.m., 
EST. 


Seidel Appoints Berman 

Sidney Berman 
pointed account 
Seidel Advertising 
' York. 


has been ap- 
executive of 
Agency, New 
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hap i hen fergottin, 2 


I am a customer. Any advertiser's good cus- 
tomer. Don’t you want me? 


You wouldn't think so . . . if you leaned over 
my shoulder as I thumb through my Life or 
Post, and pass by page after page of your 
weary, wasted, over-worked words. 


The too-many of you with the tin, mecharical, 
robot voice .. . 


“You can depend upon —— shoes. Their qual- 
ity is a tradition of skilled fingers which take 
leather and make of it footwear of irreproach- 
able style and proud service.” 


The too-many of you with the barker’s rasp... 


“Yes, you'll thrill to —— big quality—its big 
performance—and when you realize it brings 
you all these advantages at lowest cost .. .” 


The too-many of you with the bored, blah, 
broad “A”... 


“But there isn’t enough —— for everyone... 
because the supply of fine, premium —— is 
limited. There is only enough for that Inner 
Circle’ ** P 


The too-many of you way up there on the 
mountain-top .. . 
“Everyone of us at certain moments glimpses 
the things in the American scene and charac- 
ter which tell us all is well and give us the 


fundamental confidence and courage that 
mark us as a people with a future.” 


Is this the best advertising can do after 60 
years? Is this the best advertising can do in 
1947 . . . when there is so much advertising 


can do? 


How much can you sell 
a “statistic”? 
Let your cost accountants keep score on your 
customers as statistics. 


But let your sales department, your adver- 
tising department, and your agency do busi- 
ness with human beings, flesh and blood peo- 
ple. Please! 


Yes, people . . . who buy love, adventure, 
success, security. Not face cream, automo- 
biles, correspondence courses, insurance, or 
any other product per se. 


We've written a little folder .. 


After all—what’s an agency for if it doesn’t 

understand people? 
First —advertising should 
make friends for the advertiser 

We believe that when people know you, 
and like you, they are predisposed to buy 
what you have to sell. 

And amazingly loyal! 


We believe this makes as much sense for 
the manufacturer of toy red wagons as it does 
for the man who runs a railroad . . . for goods 
in little packages and ideas in big ones. 

We believe making friends was never so 
important as right now ... when people are 
sore about prices, sick of shoddy merchandise, 
tired of rude sales help—and just about get- 
ting ready to sit on their pocketbooks. 


We believe there are a few up-and-coming 
young agencies here and about that have 
what it takes to make friends in profitable 
quantities for you. 


And we believe we are one of them. 


- about 


“The Art of Making Friends.” It’s free—like a copy? 


ROYAL & DE GUZMAN | diertising 


452 Fifth Avenue, New York 18, N. Y., CHickering 4-0140 
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